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FORTY YEARS AN ADVER- 
TISING AGENT, 


By Mr. George P. Rowell. 


FORTY-FOURTH PAPER—EIGHT MORE 
WILL COMPLETE THE SERIES, 


Reference has been made to 
what might possibly have been 
achieved, in an advertising way, 
had our office been the owner of 
some trademarked commodity or 
proprietary article; having an es- 
tablished demand throughout the 
country, that might be profitably 
stimulated and increased by ad- 
vertising, whenever and wherever 
profitable contracts could be 
placed, or space that was in danger 
of going to waste could be bought 
at bargain prices. Some such idea 
was always in mind. The pro- 
prietary article that is managed 
with greatest ease, when the de- 
mand for it is once firmly estab- 
lished, is a patent medicine, The 
cost of production is generally 
small, the percentage of profit con- 
sequently large, the methods of 
distribution are perfected, and a 
demand, once established based 
upon merit, will continue to some 
extent as long as children live 
who can remember hearing 
mothers comnttnd the article, or 
having seen it used, or participated 
in such use. I early thought I 
saw advantages that would accrue 
from the ownership and control 
of such an article, but the ques- 
tion was how to get possession of 
one, Those that were well estab- 
lished were not for sale; such as 
had moderate prospects were held 
at speculative values—probably 
far beyond their real worth— 
furthermore we had no large cap- 
ital at liberty for sequestration in 
the way of such a purchase, We 
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might buy some deserving article 
that had not been pushed far 
enough to become an established 
success; we might acquire an in- 
terest in a promising one, by pur- 
chase; or we might get up one of 
our own, and begin at the foun- 
dation, as had been the method 
pursued by most people who had 
made successes of this kind. 
From time to time, in a half- 
hearted way, we experimented 
along the lines mentioned, One 
of the first proprietary articles, 
with the advertisements of which 
I had become: familiar, was Red- 
ding’s Russian Salve. A Boston 
customer of ours, who advertised 
two other articles successfully, 
had attempted to create a sale for 
what he called GRAczE’s SALVE, 
which was practically the same as 
Redding’s, but had never gained 
much of a position in the confi- 
dence of the public. We became 
possessed of that trademark; but 
what little advertising we did for 
it seemed to produce no result at 
all, and we finally dropped it. One 
of my earliest patrons was a 
Philadelphia druggist, S. C. Up- 
ham by name, who sold a soap 
known as Upham’s Freckle, Tan 
and Pimple Banisher. Somehow 
I got an idea that it had possibili- 
ties in the way of popularity, and 
there came a time, after he had 
parted with his right to Demas 
Barnes—who was the pool or 
grave-yard toward which such 
things drifted in those days—and 
it had been passed on, by Barnes, 
to his successors, John F. Henry 
& Co., I made some sort of a deal 
with Mr. Henry by which our ad- 
vertising agency became possessed 
of the Upham trademark; and 
we really did insert advertise- 
ments of the “Banishér” in a good 
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many papers, a good many times; 
and succeeded in stimulating some 
sale; but the limited income was 
absorbed by the cost of manage- 
ment, and bore no reasonable pro- 
portion to the apparent value of 
the advertising done; and, as the 
trade did not show satisfactory 
signs of life, we finally lost in- 
terest. I do not know to-day 
whether I do or do not own the 
Grace’s Salve and the Freckle, 
Tan and Pimple Banisher. If I 
do own them, I will, for a dime, 
give to anybody who wants 2 
quit claim of all my interest in 
the two preparations—the buyer to 
pay for preparing the requisite pa- 
pers. I do not believe I ever re- 
ceived ten dollars from the two 
combined, yet I probably advertis- 
ed them to an amount that would 
have cost any outsider as much as 
$10,000. 

We had a successful advertiser 
in Halifax, N. S., who sold a 
medicine known as Fellows’ Hy- 
pophosphites, that proved so good 
that some shrewd business men 
in the medicine trade, who knew 
about it, bought the trademark, 


incorporated a company with a 


capital of $100,000, retained the 
original owner as manager, stop- 
ped all advertising except in medi- 
cal journals, and_ thereafter 
pushed the sale only through the 
medical profession. I had in- 
formation, at one time, of a young 
man who was heir to an uncle, re- 
cently deceased, and had come 
into possession of a certificate of 
the stock of this company, of the 
face value of $6,000, and made up 
his mind that, shrewd as the old 
gentleman was, he had, without 
doubt, acquired trash in this in- 
stance; and I heard further, that 
the young man began to think 
better of the doubtful asset, when 
one day a dividend check came; 
and when, at the end of a year, 
he realized that within the twelve 
month, that $6,000 certificate ‘had 
brought him $9,000 in dividends; 
he began to revise his estimate of 
his deceased uncle’s prescience in 
making investments. 

Our Mr. Moses, in his experi- 
ence with the patent medicine 
trade, had knowledge that there 


was a considerable sale for a 
somewhat similar _ preparation 
known as Winchester's Hypo- 
‘phosphates, and knew that the 
owner of that trademark bought 
the contents of his bottles, by the 
gallon, at a certain chemist’s lab- 
oratory where anybody could do 
the same who would pay the price, 
which was hardly equivalent to 
half a dime for the contents of 
one of the Winchester dollar 
bottles. The medicine was a cure 
for consumption, and Mr. Moses 
proposed that we create a trade- 
mark on the same thing. He had 
experience in such matters, went 
ahead, got up the labels, the cir- 
culars, the wrappers, and we 
owned a trademark of our own— 
sure enough—and the copyrighted 
name of it was PULMONA, This, 
too, was advertised and had some 
sale. Doubtless it was good stuff, 
for the same people bought it over 
and over again, and wrote testi- 
monials of its efficacy, but the 
sales did not amount to one- 
twentieth of the cost of the ad- 
vertising; and when we, one day, 
received a lawyer’s letter setting 
forth that we were using a trade 
name already copyrighted years 
ago by somebody else, and must 
stop it or buy off the previous 
owner, we quit. But occasional 
orders for pPutmona followed 
Mr. Moses up until the day of his 
death. It is said that the demand 
for a good patent medicine never 
does entirely die out. 

A man from Worcester, Mass., 
advertised a dentifrice, through us, 
—I think the name was Opaline. It 
seemed a pretty good thing; and 
after a time, J made a trade with 
him for the trademark and paid 
him $1,000 on account—or some- 
thing like that. When it came to: 
executing the requisite papers, he 
balked about something; and 
felt obliged to bring suit to com- 
pel either a transfer or a refund- 
ing of the money. When the case 
came to trial I had to go to Wor- 
cester to attend. My lawyer 
seemed an excellent man, and 
capable; but appeared rather sorry 
to have a New Yorker on his 
hands. New York was such a 
wicked place, a Worcester jury 

(Continued on page 6.) 
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would hardly believe anything 
good of a man who lived where 
everything and nearly everybody 
was known to be so bad. He 
had little confidence in the result, 
although he personally thought I 
had right on my side. He gave 
me as good a character, to the 
jury, as he could; spoke of 
Sodom, that might have been 
saved had it possessed one right- 
eous man, but for the lack of him 
was burned with brimstone and 
fire; New York had not been 
burned, consequently it must 
have one righteous citizen, and I 
was the man. The argument 
seemed conclusive but it did not 
go with that jury: they brought 
me in in the wrong, and I not only 
never got back my $1,000 but I 
had to pay the costs of court in 
addition and my own lawyer as 
well. He was sorry, and it is my 
recollection that he charged me 
only $10 or $15 for the whole ser- 
vice; and yet he was a man of 
marked ability and stood high at 
the bar of his section of Massa- 
chusetts. A New York lawyer 
would not have let me off a single 
penny under $500 for the same 
service. 

Having dentifrices in mind, what 
more natural than that I should 
look into tooth powders? We had 
a customer, one of the nicest men 
that ever lived, Dr. I. W. Lyon by 
name, who advertised what he 
called “Tooth Tablets;” and they 
seemed to be a good thing, and the 
Doctor was very much in earnest 
in his belief in the excellence of 
his product. I became well ac- 
quainted with the Doctor ;—liked 
and respected him. We had fre- 
quent talks about the outlook of 
his advertising venture, and 
eventually agreed upon a price at 
which he would sell me a half in- 
terest in his trademark. The 
terms were fully understood and 
I had talks with people in the 
trade, telling them of my pur- 
chase; but on the morning when 
the papers were to be executed the 
Doctor came in, seemed troubled, 
said he was anxious about it all, 
and wished he had not made the 
trade, and wished I would be 
willing to call it off. He was so 
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earnest about it that I rather 
thought he would, in the end, re- 
fuse to sign the requisite papers, 
but he did not say so. However, 
it was evident he did not wish the 
trade to go through, and I was 
quite in sympathy with his feel- 
ings, for he had managed it all 
his own way heretofore, and 
would be in a .measure parting 
with his liberty. The trade was 
called off. For some reason, 
which I never divined, Dr. Lyon 
did not place his advertising 
through me in after years, but I 
am glad to know that he made an 
eventual success of his enterprise. 
His preparations are standard in 
the market to-day. 

I have heard that persistency or 
consistency—one or the other—is 
a jewel. It cannot be the latter 
for I read in Emerson that “Con- 
sistency is the weak hobgoblin of 
little minds.” If persistency is 
the jewel, I think I may say I 
have it. I am persistent, and have 
always been so. For twenty-five 
years I had wished to own a 
trademark, a proprietary article 
that might be advertised. In 1891 
I determined to own one; and will 
now proceed to tell how I went 
about it and what came of it, 

I thought it most probable that 
what I wanted was a medicine, 
but I was not firm on that point. 
Anything would do that would 
meet a moderately common want. 
I prepared an _ advertisement: 
“Wanted—To buy a _ trademark, 
a proprietary article—something 
that if advertised would command 
a sale.” This advertisement was 
inserted in Printers’ INK and in 
the New York Herald, and it 
brought responses. A man in 
Maine had a remedy for moths, 
another in Georgia a cure for the 
ague, another in Vermont a cure 
for spavin on horses. There were 
others, mostly recipes for medical 
preparations. I was not working 
in the open—for personal con- 
ferences were not desired until I 
should find myself on the track 
of something that seemed promis- 
ing; but after a time knowledge 
had been gathered that seemed to 
warrant investigation and inter- 
views. I had talked the matter 
(Continued on page 8.) 
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over with a young friend, a medi- 
cal student. He had leisure, and 
made one or two trips of investi- 
gation for me that amounted to 
nothing satisfactory, but, as time 
passed, he became more interested 
and discussed the quest with ac- 
quaintances and friends. He had 
some sort of a position or appoint- 
ment at the Roosevelt Hospital, in 
New York City, and mentioned 
there the search he was conduct- 
ing, and one physician said to him, 
“Why don’t you take so-and-so?” 
—a prescription found to be effi- 
cacious in syphilitic cases. This 
would not do, for the advertise- 
ment would be expected to appear 
in papers of the highest class, and 
such announcements, as family 
reading, would be objected to in 
some quarters. 

We finally arrived at conclu- 
sions about as follows: The ar- 
ticle, if a medicine, should be 
something so clean that no ore 
could object to it on the score of 
impropriety; nor should any ob- 
jectionable or suggestive words be 
meeded for its exploitation. It 


should meet some want that exists 


in cold climates and in warm as 
well; that would be in demand in 
summer and winter. Having to 
withstand all climates it should 
not be anything that would be 
liable to freeze nor likely to spoil 
from exposure to heat. It should 
be capable of being sent by mail— 
therefore lightness of weight 
would be a desirable quality—and 
if it could be a dry substance, the 
absence of: fluid would be an ad- 
vantage, ‘because fluids tend to 
breakage, evaporation and loss of 
quality through exposure — and 
what not. If alcohol became a 
needed ingredient that would be 
expensive; furthermore, _ there 
ought not to be anything about the 
remedy that could alarm the tem- 
perance sentiment. 

The medical student, whose 
leisure and good will enabled me 
to ‘benefit by his knowledge, is 
now a physician in active practice, 
and to such, any association with 
a patent medicine is “pizen.” On 
that account I will not mention 
his name. When I have occasion 
to refer to him I always speak of 


him as Fred. He said to me one 
day: “We have a preparation at 
the hospital that everybody who 
comes there is certain to swallow 
more or less of, and they all com- 
plain of feeling better for it. It 
has a soothing effect on the 
stomach, and no matter what ails 
a man it is either a result of a 
stomach difficulty or it will, to 
some extent, induce such a diffi- 
culty. If a man eats too much, 
or drinks too much, it will upset 
his stomach. Let a man chop an 
axe into his foot, while splitting 
wood for the kitchen fire, and it 
will not only disable ‘his foot but 
it will immediately give him a 
sensation of being. sick at his 
stomach. This particular medi- 
cine seems to act as a sweetner and 
soother, and, as I ‘have said be- 
fore, they pretty much all get 
more or less of it at the hospital, 
and it always seems to produce 
good results.” When I had heard 
so much about this wonderful pre- 
scription I thought it must be 
good enough for my purpose and 
asked that some of it be shown to 
me. When this was done it al- 
most made me sick at the stomach 
to look at it. Its appearance sug- 
gested that it had had its origin 
from putting a portion of a pul- 
verized brick into a vial filled two- 
thirds full of water. When “well 
shaken before using” it looked 
muddy. When at rest a dirty 
brick-colored sediment formed in 
the bottom of the bottle, but even 
then the upper part remained 
muddy and unpleasant to the eye. 
The bottom, to all appearances, 
might be composed of a fair qual- 
ity of Jersey mud. Removing the 
cork there was a smell of pepper- 
mint and of something else not 
nearly so pleasant. Fred said that 
was rhubarb. “But what is the 
fluid?” I asked. “Oh, that’s only 
water!” “The thing won’t do,” 
was my conclusion. “It looks 
nasty. It smells nasty. If it 
breaks it will soil anything it 
touches. It tastes nasty, and if it 
is ever exposed to 32 degrees of 
cold it will freeze and break the 
bottle—and the buyer will never 
want anything more to do with 
it.” And so it was turned down 
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hard, and more attention was 
paid to investigating other things. 
Still, Fred referred again and 
again to what he called “Our R. & 
S. Compo.,” which I learned after 
a time to be shorthand for Rubarb 
and Soda Composition, and spoke 
of its general application and wide 
use by physicians, 

One day I showed the bottle to 
an acquaintance who had been, for 
some years, employed in a country 
drug store. He smelled it, tasted 
it, looked at it, and then said in 
amused surprise, “Why that’s the 
stuff Dr always gives al- 
most everybody. He writes G. M. 
on a prescription blank, and that 
means ‘General Medicine,’ and we 
used to keep it on hand—all made 
up—and deal it out as called for. 
All we had to do was to shake it 
up, fill the bottle, write G. M. on 
the label and how much to take 
and how often, collect twenty-five 
cents and there we were. I don’t 


think it cost more than a cent, but 
then the bottle and cork cost near- 
ly as much more.” 

One day Fred told how largely 


his grandfather, who had been a 
country doctor, used to administer 
practically this same prescription, 
and how often he had seen him 
at the bedside of a patient meas- 
uring out the powders by taking 
them on the point of the blade of 
his pocket-knife, and putting them 
up in the little papers—always 
used for powders—and giving in- 
structions how often they should 
be taken and all that. “But this 
stuff is not a powder!” I ex- 
claimed. “Oh, it’s more con- 
venient for us at the hospital to 
have it in the form you see, but a 
country doctor would carrry it in 
the form of a powder and have it 
put into the water when admin- 
istering it. That would be the 
more convenient way for him.” 
With the exception of the Seidlitz 
Powder, I did not know of any 
largely sold medicine that was 
put out in the form of a powder, 
and the powder idea did not help 
me any. One evening, however, 
Dr. Fred said, casually, “Of 
course, you know that R. & S. 
Compo. can be made into a tablet.” 
That was just what I did not 


know, and what I was very glad 
to know. The conversation was 
held in the library of my house in 
49th street—the one I bought of 
the estate of Mr. ‘lilford, one of 
the founders of Park & Tilford. 
He had lived in it twenty years or 
more. At a later time I sold it at 
a profit to Ogden Goelet, who 
lived next door, and I do not 
think it will do any harm to admit 
that it was this confounded tablet 
that caused me to part with the 
most convenient and satisfactory 
home it was ever my fortune to 
enjoy—but that is another story— 
or at least another part of this 
one. Within one minute after Dr. 
Fred had given expression to the 
tablet idea, he had written a pre- 
scription, taken his hat and coat— 
it was autumn—and sought the 
nearest drug store, on Fifth Av- 
enue, where he ordered a hundred 
tablets to be prepared and sent 
over to the house. They came 
next morning and looked all right. 
They could be swallowed without 
getting very much of the disagree- 
able taste of the Rhubarb, and I 
tried the things on myself and all 
the acquaintances I could induce 
to swallow one. This experimen- 
tal stage brought up the question 
whether there might not be such 
a thing as taking too much of 
them, and I had rather high med- 
ical authority that if the stuff 
could have a place on the tables 
of the poor, who eat too rapidly 
of food not easily digested, and 
in the form of a “ketchup” be ap- 
plied daily to the food as eaten, 
the results, instead of being harm- 
ful, would be beneficial. 

Here was a prescription then 
that would do for a patent medi- 
cine. It was good for almost 
everything, was largely used by 
doctors, and had been for a hun- 
dred years or more, It could be 
put up in the form of a tablet, a 
form then just coming. into use on 
account of the recent invention of 
machines that could compress tri- 
turated drugs and deliver them 
with as much accuracy as coins 
are turned out at the mint. 

The next question then was 
what shall the stuff be called. The 
best protection for a trademark is 
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the name of the inventor, but if 
the inventor ceases to be the own- 
er that fact sometimes makes 
trouble for the actual proprietor. 
Dr. Fred was not anxious to be 
made famous by having his name 
attached to a proprietary article 
with which his connection was 
likely to be brief. I, on my part, 
had no wish to become widely 
known except as an advertising 
agent. Many hours were devoted 
to the consideration of a name. 
One day it was discovered that 
the initial letters of the six in- 
gredients that went to make up 
the tablet could be so arranged 
that they would spell a word—a 
new word—one that had no recog- 
nized meaning. And that is the 
way that R.I. P. A. N.S. happen- 
ed to be adopted. 

When we had gotten up a com- 
pany, and began to advertise the 
goods, the investor who first put 
his name down as a subscriber for 
some shares, inquired at a promi- 
nent drug store near the Grand 
Central Station in 42d street for 
Ripans Tabules, The clerk had 
never heard of them. An expla- 
nation followed. He would get 
the remedy if requested but added 
gratuitously, “I guess the name 
will kill °em.” The name, though 
meaningless, is, perhaps, as good as 
any. It has been found a pretty 
hard nut for counterfeiters or im- 
itators to deal with. Most persons 
fail to note that the word Tab- 
ules is an arbitrary word. No 
such word existed in any diction- 
ary before we applied it to 
Ripans; but no one hearing it for 
the first time ever fails to under- 
stand that a tablet is meant. It 
was not until long after that I 
learned that the word Tabloid had 
a similar origin, was also pro- 
tected by trademark, and could 
not be used for application to any- 
thing save the medical tablets pro- 
duced by the English firm who 
invented and protected it in the 
manner prescribed by law. So 
naturally does the word Tabules 
strike upon the ear, that Dr. 
V. Pierce, of Buffalo, on one oc- 
casion, discussing the patent me- 
dicine business with me, said he 
was surprised to note how the 


sales of Tabules increased with 
him; that the previous year the 
sales had reached, I think he said, 
about $60,000. I thereupon said, 
“Doctor, you don’t sell any Tab- 
ules at all.” “What do you 
mean?” he asked in amused sur- 
prise, and I answered, “You do 
not sell Tabules, you sell Tablets,” 
and he said that, actually, he had 
never noticed that we were using 
an arbitrary word. 

I often wonder if any one, who 
has not been through the mill, has 
any idea of the great amount of 
work and thought involved in the 
preparation of the printed matter 
that must go with a proprietary 
article; and of the necessity of 
getting it right in the beginning; 
and the harm that frequently re- 
sults from the most insignificant 
changes after people have become 
used to one formula. There is an 
unsuspected difficulty, too, in pre- 
paring advertising matter that will 
not seem time and valueless be- 
side the more glowing announce- 
ments that have been appearing 
daily for years in the public prints. 
If the medicines now on the market 
will do what is claimed for them 
there is no occasion—no room— 
for any other, now, nor will there 
ever be. It seems to be univer- 
sally admitted, among those who 
have had most experience, that in 
the announcements that are issued 
the advertiser must put it strong. 
“You are starting out on a long 
up-hill journey,” said a man to me 
whose life had been spent in kin- 
dred lines, “and you must write 
your advertisements to catch 
damned fools—not college pro- 
fessors;” then, after a moment, he 
added, “and you'll catch just as 
many college professors as you 
will of any other sort.” 

I had thought it better that the 
article we put on the market 
should sell for a dollar. A dollar 
seemed a reasonable sum to pay 
for a medicine, if a medicine was 
needed; but when we came to 
make up our packages the dollar 


R. price would not seem to come 


right and it came about that we 
made a 75 cent box, the contents 
of which consisted of six separate 
glass vials, each containing six 
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| 
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Tabules. The medicine trade 
seems always to have been based 
on the dozen and the gross. Now 
each vial we put up contained half 
a dozen Tabules, and the six vials 
gave thirty-six Tabules to the 
box, consequently four boxes 
would have 144 or a gross of 
Tabules. We decided that a buy- 
er might have four boxes packed 
in one parcel for $2, thus reducing 
the cost of the single box to 50 
cents, and, from the usual prac- 
tice of figuring, to allow the re- 
tailer a profit of one-third the 
selling price the box, for which 
he was expected to get 75 cents 
from the consumer, would cost 
him but 33 cents; but the opera- 
tions of cut-rate druggists made 
such a profit out of the question in 
most localities, and our practice of 
making a gross the integer of a 
transaction so mixed up the buy- 
ers, in the jobbing houses, that 
when they got an order for our 
goods they did not know just how 
to send it in, and when they filled 
an order the retailer rarely failed 
to assert that he was not getting 
what he asked for. Finally we 
made the box containing the six 
vials the integer, and made the 
price 50 cents, but it then appear- 
ed that if the box contained six 
separate portions, all precisely 
alike, it was one of those portions 
and not a box that the buyer at 
retail had in mind, consequently 
the druggists opened the boxes 
and sold the buyer what he want- 
ed. To facilitate this division, 
while the retail price of the box 
had been 75 cents, the little vials 
were labeled, “Price 15 Cents,” but 
when the reduced price of the box 
brought the cost of the vial down 
below 6 cents, 15 seemed too much 
to ask for it and 10 cents became 
the standard price, and soon there 
arose a complaint that the quan- 
tity in the vials was too small. 
Six Tabules for10 cents were not 
enough. 

All this time we were advertis- 
ing largely and getting very little 
results. We had more than 
$125,000 due to us in balances that 
had been created against the 
newspapers of the country—mostly 
poor ones—for advertising in the 


American Newspaper Directory. 
It was determined to use this bal- 
ance for the first year’s advertis- 
ing of the Tabules, and that was 
done; and, at the end of the year, 
the net amount of money received 
from the sales was found to have 
been precisely $976.48. It was not 
enough to pay the postage on the 
correspondence involved in man- 
aging the advertising and the cost 
of the electrotypes used. Next 
year, 1893, we advertised still 
more, and that year the sales 
amounted to $2,126.83. It was not 
until the fifth year that the sales 
amounted to as much as $2,000 
in any single month. The largest 
sales ever made went something 
over $15,000 in a single day—but 
that was under exceptional con- 
ditions in the year 1898. The lar- 
gest normal sales ever made in a 
month was $40,820.78 in March, 
1899, but that was after numerous 
changes and experiments with the 
size of the package and the price 
at which it was sold. 

There had been, it seemed, con- 
stant dissatisfaction with our 
prices, and I could note a persistent 
tendency in the trade toward a 
lower level of prices; and finding, 
by careful experiment, that it 
would be possible to make a 
packet of ten Tabules—with its 
circular, wrapper and attendant 
packing material—at a cost of 
not more than one cent, we de- 
cided to introduce, experiment- 
ally, a five cent package. Rip- 
ans was the first patent medi- 
cine put up in tablet form. It was 
also the first five cent packet 
put on the market. But nobody 
wanted it. Nobody liked it. I 
went in person to the buyer at 
Chas. N. Crittenden & Co.’s, the 
principal dealers in medicines in 
the city, told him the story, 
showed the packet and he said, 
after looking it over, “I don’t 
believe we will try to sell those 
goods,” and I said, “It is an ex- 
periment, and in connection with 
it I will try one other. You ‘have 
the standard sorts in stock and 
know how to get more when you 
want them. If at any time you 
think you want any of these five 
cent goods, we will ask you to 
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send up the money for them be- 
fore we deliver the goods.” 

A demand for the five cent 
package seemed to spring up and 
the enterprise took on an appear- 
ance of success. There is a sale 
for the Tabules in every State, al- 
though never a large one in those 
situated along the Southern or 
Gulf of Mexico region. First and 
last five hundred millions of them 
have been doled out, enough to 
make a string, if drilled like other 
pearls, that would extend from 
Calais, Maine, far beyond San 
Francisco, in fact well out into 
the Pacific toward Hawaii. It is 
still a question whether the packet 
with ten Tabules would not have 
sold just as well at ten cents. It 
has often been made plain that 
druggists do not like to handle a 
five cent medicinal package ; and in 
the South, from Jacksonville to 
San Diego, there is a scarcity of 
small coins for facilitating such 
transactions, 

The goods are not advertised at 
all at the present time, and, there- 
fore, the business appears to pro- 
duce a handsome profit, releasing 
a thousand dollars ev:ry few days. 
Under such conditions the busi- 
ness seems like a little gold mine. 
Nearly 10,000 people go every day 
to some drug store, somewhere, 
and put down a nickel to procure 
one of the little 5 cent cartons of 
Ripans Tabules. Still the total 
sales at the retail price have not 
yet reached a total of $3,000,000, 
and the manufacturer gets but 
little more than half the money 
paid by the buyer at retail, and the 
gross cost of the advertising al- 
ready done does not fall very 
much below the full $3,000,000 
specified as the gross proceeds at 
retail. All of which goes to show 
that making money in the patent 
medicine trade is by no means as 
easy as “rolling off a log.” 

——_ +o 


Lincoln Freie Presse 


GERMAN WEEKLY, 
LINCOLN, NEB. 


Takes the place of 280 County weeklies at 
1-10 the cost. Great saving in bookkeeping, 
postage and electros. Rate, 35 cents. 


Actual average circulation 149,281. 








DAY BY DAY 


Year In and Year Out 


Every day of the year a statement 
of the circulation of THE CHICAGO 
RECORD-HERALD for each day of 
the previous month is printed on 
the editorial page. 

No other Chicago morning 
paper prints this constant record. 


CIRCULATION FROM JANUARY I 
TO JUNE 30, 1905: 
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Average Sunday, 202,738 
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THIS ADVERTISING SAVED 
A NATIONAL BANK. 


A COMPLETE ANALYSIS OF THE 
NEWSPAPER ADVERTISING OF THE 
COMMERCIAL AND FARMERS’ NA- 
TIONAL BANK, BALTIMORE—HIGH- 
WATER MARK IN FINANCIAL PUB- 
LICITY—A CAMPAIGN REMARK- 
ABLE NOT ONLY FOR COMBINING 
DIGNITY WITH FORCE, BUT FOR ITS 
WIDE RANGE OF ARGUMENT. 


The Commercial and Farmers’ 
National Bank, of Baltimore, was 
in a bad way at the beginning of 
1904. It was a very old bank, one 
of the oldest in Baltimore, having 
been in existence ninety-four 
years. Perhaps that was what 
ailed it, for things had got to a 
pass where, in the words of the 
present executive head, it was “i 








in 
the throes of disintegration, its 
assets badly impaired and, what 
was worse, its credit destroyed.” 

In January, 1904, a plan of re- 
organization was devised. The 
bank’s capital stock was reduced 
from $500,000 to $250,000, and 
then a new issue of $250,000 made 
for sale to new interests that had 
become identified with the insti- 
tution. Charles E.. Rieman, a 
man of large interests in Balti- 
more, became president temporar- 
ily, and the bank was moved back 
to its old home at Howard and 
German streets. Questionable as- 
sets were obliterated and all in- 
vestments readjusted until rock- 
bottom was reached. New direc- 
tors came in, new blood, new en- 
ergy and new ideas were infused 
into the ancient fabric, until, in 
two months, the old Commercial 
and Farmers’ National had _be- 
come one of the youngest and best 


banks in Baltimore, trained down 
to fighting weight and ready to 
compete with any of its neighbors 
on equal terms, 

But the public didn’t know this. 
You can’t go away into the wild- 
erness and reorganize a_ bank. 
Financial housecleaning must be 
done with the help of the news- 
papers, and there never yet lived 
a financial editor who could write 
about a bank reorganization so 
carefully and conservatively that 
the public would look on in trust- 
fulness. The word “assets” is a 
comfortable, reassuring word 
when applied to a bank that isn’t 
being reorganized. But print it 
alongside the word “reorganize” 
and it becomes as sinister as the 
words “panic” and “run.” There 
are other ugly reorganization 
terms, such as “questionable in- 
vestments,” “overdue paper,” 
“thorough examination,’ and so 
forth. Nothing can make them 
look pretty in connection with re- 
organization. 

It is true that part of the public 
believed in the rehabilitated insti- 
tution, for in six weeks after Mr. 
Rieman took charge the business 
community of Baltimore express- 
ed confidence in his management 
by increasing deposits from $443,- 
000 to nearly $1,000,000. But this 
wasn’t the greater public. 

On March 25, 1904, Walter A. 
Mason, who had been a special 
United States Treasury Depart- 
ment representative in charge of 
the Commercial and Farmers’ Na- 
tional affairs, was elected presi- 
dent to succeed Mr. Rieman. Mr. 
Mason, a Westerner by birth and 
training, then thirty-two years 
old, brought to the new institution 
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the energy and modern ideas 
needed to start it of again on a 
new career. He was the keystone 
for the new arch. Mr. Mason be- 
lieved in advertising, and through 
advertising in the newspapers: of 
Baltimore he proposed to instill in 
the public mind a better opinion 
of the Commercial and Farmers’ 
National. 

Newspaper advertising has pre- 
dominated in a campaign which 
this bank has waged steadily since 
that time. At the end of June, 

1905, the bank had spent about 


$10,000, of which $5,000 went into 
the leading newspapers of Balti- 
more, another $1,000 in minor 
local publications, and the remain- 
der in booklets, folders, follow-up 
literature, statements, etc. dis- 
tributed through the mails and in 
the banking rooms. 

When the campaign began the 
bank’s deposits were slightly over 
$1,000,000. 

In July, 1904, they were over 
$1,300,000. 

By November, 1904, they had 
passed the $2,000,000 mark. 
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D, ‘CITY OF BALTIMORE, 88.: 
SAT HARRY Mr ABO, us Gaahigr of thb above-némed Bank, do solemnly bwear inet tne above suenanée 
the om of say, bneer , Cashier, 
ii aa SBIRG 
1B a EIMER. 
(mt Het Bubscribed and sworn to before me this 2th day of August, 1X6. 
CBAS. .L. HUTCHING, Notery Public. 
Adding to the above the holder Uabiaity of seen, Svieee among the very best busi- 
ness men and women of wealth and influence to be found in the City of Baltimore and in the State of le 
land, the result shows a total itéed reeponebilty Apthapabe more than ONE MILLION TWO HUNDRED THOU- 
SAND DOLLARS standing between our depositors id any possible loss; and the greatest safety of all is. 
afforded by the MCouvalive: Gattis teaangueneat 8 is mah WES DiTEEA ihe. choles Gd ae Gk oan 
tral Bank. 











In March, 1905, they were $2,- 
896,000, in April $2,985,000, in 
May $3,047,000, in June $3,200,000 
and in July $3,270,000. 

At the last statement in Aug- 
ust the aggregate was nearly $3,- 
500,000. 

In twenty months this bank’s 
deposits have grown from a little 
more than one-third of a million 
to three million and a half, or in 
other words, have been nearly 
multiplied by ten. 

“IT figure that the net returns 
from our advertising alone,” said 
Mr. Mason in July, “are fully $2,- 
000,000 of deposits in twelve 
months, and this $2,000,000 is 
worth easily to this bank $50,000 
per annum. I cannot see that the 
$10,000 which has been spent in 
advertising has been such a bad 
investment.” 


Mr. Mason has long been a be- 
liever in plain, dignified bank ad- 
vertising, and states that adver- 
tising alone has been responsible 
for the wonderful progress that 
has been made by the Commercial 
and Farmers’ National. He has 
prepared all the advertising mat- 
ter himself, and while the results 
that have been attained are re- 
markable, the copy that has pro- 
duced them is no less so. 

Through the courtesy of L. M. 
Duvall, business manager of the 
Baltimore News, a collection of 
Mr. Mason’s ads has been made 
from the files of that paper, on 
the first page of which they have 
appeared exclusively every day 
since June 1 this year. From this 
collection several groups of ads 
have been arranged to show not 
only the general style of Mr. 








14 





PRINTERS’ INK, 





DEMAND 
tion of our loans 
and so that, if 
Our loans 


ur 
are made for specified 


While it is emphatically 4 
tn any “gt ft so happens t! 


#8 
a 


COMMERCIAL AND FARMERS’ NATIONAL BANK 


OF BALTINORE 


STATEMENT MADE IN RESPONSE TO THE CALL OF THE COMPTROLLER OF THE CURRENCY AS AT THEY 
CLOGE OF BUSINESS AUG. %, 15, ANALYZED AND EXPLAINED 60 AS TO 
BE EASILY UNDERSTOOD BY EVERBODY.. 





Resources 


LOANS.—It is'@ point with us to have @ good por- 


necessary, t vei 
of this character amount to... --9422,758.58 
TIME LOANS.—These loans are secured class 
bonds and personal indorsement—as pa ar oe —y 4 
spect ir demand loans, the —_ iiterence 
ry 
months. Our Time Loans agsregate.. 


inst oF 
ta few sometimes occur among 
trons. auch as are now reported are but tem- 


sceuren § ty, Sret-class stocks 
canbe at once converted 


in every re- 
that they 

a r than 
+++ $2, 223,860.28 

ur rules to allow overdrafts 


$2,646,618.86 





1,803.45 





Dorary and amply sec’ 
their 
by the 
— 
orives 


ital in Governmen’ 


U. S. Bonds for 
Circulation. 


The law requires National Banks to invest at least 3% | of 


the bonds. r bonds for ci: 


300,000.00 





Premtams On 
U. S Bonds. 


The 
but we he 
clined 


‘amount of poniee at which our United Sta 
carried is a conservative figure. 
amount ays 3 on the same basis as t 2 
charged off the depreciation as 


es Bonds are 
Many —— Sentions to cal 
n bonds sold a 


as the market de- §,000.00 





Other Bonds, 
Securities, Etc, 


attended with = 
nominal 


which does no! 


‘The actual value of assets here scheduled will t 
book values by Io 7, 59.00.00 hhoveral ienportant comeitiion ae 


ise 
ft value of $1.00 each; likewise, more tha! 
policies tn ‘old tine Ife insurance compa: 
exceed their cash surrender eee. and 
likely to swature ot their full face value within the e: 


ies now 
ise have been charged down toa 
in $80,000.00 of 
the book Fy ot 
all are 
nsuing five 


170,052.76 





Banking Hoase. fess is conducted. 
Howard ai 


Farntiove and 


equipment, all of which hae 


The Bank owns the property and building in'which its bus!- 
nh property has a frontage at th rt 


$on.o 8 Treaiately tt hs preat Or It Te hae't Tih _ ‘ 
imi ly after t! ire. . ely 4 
proved and is now carried at a nominal value $50,000.00 


Included In these items is is our es onfen. wes other modern 


he paherece- 





at 
3 


Other Real Estate. 


nt 
a 


a 
Hal 
a 
i 
F 


Legal Reserve and 
Cash Hems. 


i 


their cincalation. 
this which. = 


ieoosd to 
imbursed for the amount 


pened tot 





here stated include a large brick-and-stone residence 
Dolphin street, 
an incor of $600 


consists of ready cash, 


Y teaat 8% of the deposits 






There motes are then destroyed, ni oe mos 
ink watt after the redeon 
charged aogal . 


Our total resources, a3 sho’ton and explained above, aggregate... 


irehased new 
ew 58,278.09 


tively valued 
Pie, soaum. The Soul 
carried 


183,459.40 


which must, according to te lew 


1,347,005.20 





15,000.00 
$4,727,217.76 











the energy and modern ideas 
needed to start it of again on a 
new career. He was the keystone 
for the new arch. Mr. Mason be- 
lieved in advertising, and through 
advertising in the newspapers: of 
Baltimore he proposed to instill in 
the public mind a better opinion 
of the Commercial and Farmers’ 
National. 

Newspaper advertising has pre- 
dominated in a campaign which 
this bank has waged steadily since 
that time. At the end of June, 
_ 1905, the bank had spent about 


$10,000, of which $5,000 went into 
the leading newspapers of Balti- 
more, another $1,000 in minor 
local publications, and the remain- 
der in booklets, folders, follow-up 
literature, statements, etc. dis- 
tributed through the mails and in 
the banking rooms. 

When the campaign began the 
bank’s deposits were slightly over 
$1,000,000. 

In July, 1904, they were over 
$1,300,000. 

By November, 1904, they had 
passed the $2,000,000 mark. 
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and, the result shows a total guarantéed responsibility of more than ONE pe toes TWO HUNDRED THOU- 
BAND DOLLARS standing between our tors and any possible loss; and the greatest safety of all is. 
strded by the wine conserve, wet managment of the men Who govern, the affairs of this old ances- 














In March, 1905, they were $2,- 
896,000, in April $2,985,000, in 
May $3,047,000, in June $3,200,000 
and in July $3,270,000. 

At the last statement in Aug- 
ust the aggregate was nearly $3,- 
500,000, 2 
In twenty months this bank’s 
deposits have grown from a little 
more than one-third of a million 
to three million and a half, or in 
other words, have been nearly 
multiplied by ten, 

“I figure that ‘the net returns 
from our advertising alone,” said 
Mr. Mason in July, “are fully $2,- 
000,000 of deposits in twelve 
months, and this $2,000,000 is 
worth easily to this bank $50,000 
per annum. I cannot see that the 
$10,000 which has been spent in 
advertising has been such a bad 
investment.” 


Mr. Mason has long been a be- 
liever in plain, dignified bank ad- 
vertising, and states that adver- 
tising alone has been responsible 
for the wonderful progress that 
has been made by the Commercial 
and Farmers’ National. He has 
prepared all the advertising mat- 
ter himself, and while the results 
that have been attained are re- 
markable, the copy that has pro- 
duced them is no less so. 

Through the courtesy of L. M. 
Duvall, business manager of the 
Baltimore News, a collection of 
Mr. Mason’s ads has been made 
from the files of that paper, on 
the first page of which they have 
appeared exclusively every day 
since June 1 this year. From this 
collection several groups of ads 
have been arranged to show not 
only the general style of Mr. 
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BANKING RULES AND THE DIRECTORATE, 





Mason’s publicity, but the lines of there be found a phrase that rings 
argument he has followed. So far hollow. You could take any of 
as dignity and force are concern- these statements into court, The 
ed, even the smallest of these an- most timid board of directors that 
nouncements has some definite ever held funeral services over 
personal quality always to be de- advertising plans could not object 
tected, though it may escape an- to any of them as lacking dignity, 
alysis. This personal quality con- for each is an expression of sober 
sists of an original way of saying business policy. 

things, yet it never steps over the As for arguments, this is a 
bounds of commercial dignity and commercial bank, and it is inter- 
becomes a literary trick. It has esting to note that the range of 
an aggressiveness which gives the appeal is wider than that of any 
announcements as much force aS savings bank advertising which 
sensational statements could have, has appeared to date. The com- 
yet never, in any statement, will mercial banker who advertises 
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ANTI-SPECULATIVE ARGUMENTS. 





often expresses envy of the say- 
ings banker’s broader proposition. 
It seems, to him, that the savings 
bank has so much more to talk 
about, and is so much freer to ex- 
press itself in print. Savings de- 
positors do not understand the 
subtilities of business policy, and 
statements can be made in savings 
publicity which would injure a 
commercial bank. But this adver- 
tising of the Commercial and 
Farmers’ National has developed 
several lines of argument new to 
the commercial bank, with at least 
one that is quite new to financial 
advertising. 

The most conspicuous adver- 


tisement reproduced herewith is 
the August statement of resources 
and liabilities. This, distinctly, is 
the sort of statement that should 
logically have been invented by a 
savings bank. Yet here it appears 
under the corporate name of a 
commercial bank, a statement for 
business men, the class of deposi- 
tors most bankers assume are 
familiar with all the items in a 
bank statement. It is all kinds of 
a brand new schedule, clear, in- 
teresting, convincing—a bank 
statement remodeled with plate 
glass windows and prisms. Bank- 
ing dignity has always been con- 
founded with obscurities, yet here 
































Stand On Merit, 
- There i no form of banking 
Profitable and Safe. more convenient or profitable 
— for short-time deposit than our 
yk only de. Certificates of ee yr 
4 - 
pepe nd & Good rate of — mao - liberal vale 
It also ta’ateotutely sate, “and ts tito, “a — wisee 
ner en rou wat inert The money is secure and 
Of time the money te on Svailable when wanted. 
Ask us more—there’s @ lot that is @ national bank, and 
te interesting about thene Certi~ every Certificate of Deposit we 
issue has $660,000 behind it, 
HEN you have « sum of Call and ask about them. 
money which is to be — : 
‘used at © certain time, 





Profitable way to use — 


L netted fo 0 aaa ne Certificates of Depostt 
—} Certificate of Deposit time tnvestzent. "Tasos Cor 


ais Hificates such as issued by the 
tine TORr mower at the necemsary Commer wn Fume! 
nee National Ba 











HOWARD AND GERMAN 8T6,, 
q BALTIMORE. 


A sinking fund is « money 

eet aside yment of 

"4 er bia that mate in the 
should. ¥ 

epyhine Er free of debt, Dut 8 

ne nt 349 BBL oe 

his gqmeration, hes said: 


been ta the banking bust: 
reat in 
vidual fortunes mad $ 





‘Tees 


way: I havi Pana? Ay ft interest 
every, at-bearing “Bertincate: f Deposit 
in’ National Bank?” . 


. Call and See Us, 


bw | 
Rumen foresight would justity 
and { have seen meu aay 








rome ol ina and its de- 
‘grow with it, 
17 vite Eat to sro Jain the 


pecbirwme f-3 
ng CERTIFICATES OF || | 8ereeable an if prot 


If your money ts to Me dormat 
Foe. rl ‘ike, our Ser oe 


bck ie shes tae ken AG Xe gets better as 
of any man _s gies 

aday 7 comes t to the Le 
Sain tour 








= 


of Interest 
Our Jnetitutton te 

Uolted States 

ERTI CATES. OF Todt tre 
as safe as Gove 


wate ‘on us oF write % 





IERCIAL AND FARMERS’ 
NATIONAL BANK, 














‘We request « personal interview ndemand, 
when practicabie, correspond. and imerest to paid in accord. 
ence is solicited. _ ance with the time the money 

5 it—the longer 
= the time, the larger the rate 
an 

Commercial and Farmers’ ‘rite us and we will tell 

~ Fou all about it, 
National 

















TO ADVERTISE CERTIFICATES OF DEPOSIT, 


HOWARD AND GERMAN BTS. 
+ © Tears’ Continuous Operation, 
—_ 









PRINTERS’ INK. 

















DEPOSITS. 








“A Sear Dil Fer Bory 


PO... th the right 
to man fn the face, just 


The World Will Gtoe Every 
Han A Ltoing. 




















toda 
of tomorrow, and 
fe feet home with ou 























count tote, Come ta 
Scpout what you a 
wee wid be mutually » benefited by rela- 























mats 
oe 





eas 








There te nothiag sacred 
about cur efices. The coun! 
ere may be « little differently 
arranged, 








—— with the, ame un 


oN sede ‘et 
‘Gnd energy getting straight. 
caioees Ta the bask Ait bile 
the ot goo shem 
Sr pa at oat 
Tea ghey invited te open an 
account 


o. We wit 
Sees wee ee 


attained inthe Daisuseyotinls Bat Banke 

the largest of any bank with 
like capital in the “city of Belt 
more. 


‘There ts a-reasun for thie—ask 
7d our atten hundred de- 











SNe opende halt fs 








GS. 


ia the namegtven by bank’ 














of 























am its ehare— 
ps doce a 
terests are mutual. 


Becowse 4 the ot 

Be Surohan alone 
Dut'in the fi 
financial Tesponstollity, ‘ot the 
mon who conduct Its affairs. 


Because 4 Its business Is gov- 
erned with that conserva 
combined with enterprise ai 
up-to-date | methods, | which 
makes for soundness 
Istactory banking service 


ih of thie 
its Cap- 


intimately a 660 ~ 

Sated’ with ‘ail song 
_ nawe te the Sound bank te 
the capital 
} “alte 


i tremens: 


DIRECTORS: | 

















iid 
nH : 











Pip iy M here and got Certificate 
When you want thé 

Seber Se ‘you can have it—aiso the 
—— {t has earned while tt was 


mieaeine profitable plan, 
Like to kaow moreabout it? =~ 


One of the Old 
z= Fars 


‘8 BANKING 1s 90 [BANKING le so laren 


















































<r nemmnee eneroen 








PRINTERS’ INK, 19 


is a statement that shows the in- 
side of the box. A_hod-carrier 
could comprehend it, yet it is 
everything but undignified. 

Teaching the public how to use 
a bank has been the chief aim of 
bank advertising, and perhaps the 
largest element of success in sav- 
ings publicity. The characteristic 
thing about most educational bank 
ads thus far has been that the 
business man who reads them will 
learn nothing new—they deal with 
only the stereotyped common- 
places of banking. But only a 
man of far more than the common 
business experience can read the 
ads “Simple Rules in Banking” 
without learning things that he 
has never known about banking 
usage. 

The Commercial and Farmers’ 
National board of directors has 
been employed in the same way 
as its periodical comptrollers’ 
statements. Instead of a bald list 
of names, calculated to carry 
weight because everybody has 
heard of some of them, and some 
have heard of all of them, and a 
few know who they are, and what 
they own and stand for—instead 
of this time-worn incubus of a 
bank’s advertising and stationery, 
Mr. Mason has introduced his 
directors to the reading public, 
told what their chief connections 
are, how much stock, they have in 
this bank, given his idea of di- 
rectors and explained what bank 
directors are for. He has brought 
his board out in the limelight, and 
so far as is known this is the first 
time in bank advertising that a 
live board of directors has ap- 
peared on any stage. It is agree- 
able to learn what a bank direc- 
tor is like. 

In his anti-speculative ads Mr. 
Mason indicates how closely he 
reads Printers’ INK, for the 
three ads reproduced are made up 
of material which was published 
by the Little Schoolmaster April 
& 1905, in an article on “Anti- 

peculative Arguments in Bank 
Advertising.” It is admirably 
utilized, though, and as Mr. 
Mason clearly attaches importance 
to the moral force that a bank 
May exert against temptations to 


speculate, in its advertising as 
well as its counting-room, he has 
handled the same theme in_ his 
own way in other announcements, 
He has also taken valuable leaves 
out of the book of Malcolm Mc- 
Dowell, of the Central Trust 
Company, Chicago, one of the 
men in this country who has car- 
ried bank advertising furthest, and 
whose methods were first given 
publicity in the Printers’ INK 
special banking issue of October 
26, 1904. 

Certificates of deposit have been 
“played up” to excellent advan- 
tage. The advertisement headed 
“Our Platform” is a fine, con- 
vincing statement of policy. 
“Rags” presents the new currency 
convenience in a way as interest- 
ing as a news story. “Banks vs. 
Banks” utilizes the every-day inci- 
dents of business to point a moral. 
Other of these announcements ex- 
plain the relation between the 
bank and the business man, reveal 
little conveniences, show how each 
helps the other and throw new 
light on little-known banking de- 
tails. ; 

Some of Mr. Mason’s_an- 
nouncements deal with the subject 
of bank advertising, explaining it 
for the benefit of that uncertain 
majority who might not regard 
aggressive publicity in a liberal 
spirit. He says: 

“The method of advertising a 
bank, to our mind, differs very 
little from that of a successful 
mercantile house. It is said that 
the Central Trust Company, of 
Chicago, although located on a 
good corner, was not very well 
known to the public and new 
business came slowly. The vice- 
president, Mr. McDowell, had an 
idea that the institution would 
stand an increase of publicity. One 
day he stood on the sidewalk in 
front of the company’s door and 
asked twenty-five people if they 
could direct him to his own bank. 
They could not. But they knew 
other banks that had advertised, 
or which are generally known be- 
cause they had been in existence 
for years. That decided him. He 
proceeded to tell people where 
that bank was located through the 
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press. We have Mr. McDowell’s 
word for it that the result has 
been a vast increase in his busi- 
ness; and it is to be noticed that 
other banks and banking institu- 
tions have adopted the plan of 
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we would have you remember— 
we are located on the corner of 
IIoward and German streets.’” 
Other subjects taken up in the 
advertising are central location, 
conservative management, thor- 


Mr. WALTER A. MASON. 


regularly advertising their busi- 
ness. It is simply a matter of 
business for us to advertise—we 
are a safe depository and we are 
sellers of money. And this, too, 


ough banking equipment, prompt- 
ness and courteous treatment, for- 
eign and domestic exchange con- 
veniences, Government  supervi- 
sion, interest on balances, facili- 
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ties for investing trust, lodge and 
church funds, etc. But the cen- 
tral note of the campaign is the 
policy of the institution. Nearly 
every advertisement is made to 
turn on that, and it is stated and 
re-stated, in connection with spe- 
cial features, and by itself, until 
there is no chance of misunder- 
standing or ignoring it. Safety! 


safety! safety! is the theme—and 
that, to be sure, in any kind of a 
bank and with every kind of a 
depositor, is the first consideration, 
and often the only one. 





The affairs of this bank are governed with 
that conservatism, combined with enterprise 
and up-to-date methods, which makes for 
soundness and satisfactory banking service. 
We invite new accounts, 


The management of the Commercial and 
Farmers’ National Bank believes that banking 
connections formed on a basis of perfect service 
at a reasonable compensation will endure. 
That liberal terms do not mean something for 
nothing. Thata bank which has ample capital 
and reserve in proportion to its deposit liability, 
and makes safety the first consideration, andis 
operated along conservative lines, is entitled to 
and will receive its due proportion of the pub- 
lic patronage. 

That the banking institution which throws 
the greatest safeguards around its business in 
order to protect its depositors merits the confi- 
dence of the public, is evidenced by the steady 
growth of the Commercial and Farmers’ Na- 
tional Bank. Its conservative management 
combined with the large individual means of 
its shareholders, guarantees the absolute safety 
of all moneys intrusted to its care. 


The bank with the distinction of a strong 
personality means much. The fact that the 
Commercial and Farmers’ National has for 
ro held its business against all competition 
ndicates that the public mind has not lost 
sight of these essential differences between these 
kinds of banking: With the bank of moderate 
capitalization the personal equation loomslarge. 
It must. In the bank of moderate size the 
customer comes in daily contact with the offi- 
cers. He deals with themdirect. There is no 
red tape or unnecessary formality. Relieved 
from entangling alliances with other banks, 
suchan institution has only itsown customers 
toserve. It thrives when they thrive. Having 
no other interests, its first thought is of them. 
Its success is founded on the theory that mer- 
cantile borrowers, of all others, are entitled to 
accommodation. They come first—never last. 
These principles of conservative banking have 
governed the late development of the Com- 
mercial and Farmers’ National Bank. = 
explain its continuous operation throug 
almost a complete century. They suggest its 
future policy. You are cordially invited to 
open an account with us. 





Mr. Mason is a native of Oak- 
land, Ill., and for five years be- 
fore he assumed his present post 
was special representative of the 
United States Treasury Depart- 
ment, assigned to work relating to 
national banks. In 1900 he was 


sent to the Baltimore district as 
the representative of Secretary 
Gage and Comptroller Dawes, and 
most of his attention was devoted 
to the banks of that city, so that 
he knew the local situation thor- 
oughly. Previous to his service 
with the Treasury Department he 
was four years State examiner of 
the insurance companies of IIli- 
nois. In 1903, the Commercial 
and Farmers’ National made an 
investment of its capital in real es- 
tate that, with some bad debts, en- 
croached upon its resources, The 
Comptroller of Currency ordered 
that its capital be restored and 
Mr. Mason was placed in charge 
for that purpose. His work in 
rehabilitating the institution led 
to his election as president. He 
is the youngest president of a 
national bank in Baltimore. He 
has to-day the enthusiastic co- 
operation of his directors, who 
are willing to go any reasonable 
length in continuing the adver- 
tising policy which has accom- 
plished so much for their institu- 
tion. It is the president’s inten- 
tion to establish a regular adver- 
tising department for the bank, to 
be supervised by a competent 
manager. This will entail an an- 
nual expenditure of $15.000. 
Jas. H. Coitrns. 


A VARIATION OF THE POST 
c CARD. 


The photographic postal card bids 
fair tot be replaced by the photographic 
envelope. The supply houses have not 
yet placed on the market prepared en- 
velopes, but they are easily made (once 
the knack is acquired by applying to a 
well glazed envelope the sensitizing so- 
lution. This solution has long been 
used for applying pictures to fabrics, 
and more than one cozy corner boasts 
a linen pillow printed with vacation 
scenes, But the pictorial envelope is 
new and far more satisfactory than 
the postal card. It will not long 
before the sensitized envelopes will he 
placed on the market and a new craze 
developed.—New York Sun. 


EVERY ADVERTISER 
and Mail-Order Dealer Should Read 


THE WESTERN MONTHLY, 
An Advertiser’s Magazine. 

Largest circulation of any similar pub- 
lication in America. 80to 11 vel 
line of real practical value to every one 
interested in advertising and mail-order 
business. & al trial aybreription, Six 
Months for 40 Cents. THE WESTERN 
og 'HLY, 816 Grand Ave., Kansas City, 

0. 
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THE PLAIN PICA TALK IN 
BANK ADVERTISING. 


These advertisements of the In- 
diana Trust Company, of Indian- 
apolis, seem to be the first in 
which the plain pica style of ty- 
pography, which originated with 
John E. Powers many years ago, 
has been utilized in financial pub- 
licity. Yet what could be more 
dignified than this simple style of 
setting? No combination of dis- 
play type or pictures can be more 
in keeping with the conservative 
character of a bank or trust com- 
pany, either for savings or com- 
mercial advertising, and it is also 
a curious fact that the plain pica 
style, with its obvious merits, is 
employed so seldom by advertis- 
ers in all lines that its adoption 
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on the practical subject of saving. 
These ‘little sermons’ have been 
an education to many.” 

It will be observed that, in his 
“little sermons,” Mr. Casey sticks 
steadily to savings, and that alone, 
varying the argument, but always 
emphasizing the necessity of be- 
ginning, the growth of steady 
savings, the difference between 
economy and stinginess, and so 
forth, With all the advertise- 
ments on this subject printed the 
past few years, he seems to have 
given it a freshness of appeal and 
a practical point. Many savings 
ads run off into the theoretical and 
read, not like plain, workaday ad- 
vice, but like ads, These do not. 
They seem to be written from the 
standpoint of the reader rather 
than that of the bank, and this 








“Where there 


is a will, 








there is a way,” is an old and 
very true saying, and in noth- 
ing does it apply with more 
force than in the matter of 
saving money. While times 
are prosperous advantage 
should be taken by every one 
to save some part of his 
earnings, as it is not what 
you earn, but what you save 
that makes wealth. Don't 
let the month of January go 
by without opening a savings 








account with 





THE 
INDIANA TRUST CO. 


Cor. Washington St. and Virginia. Ave. 

















and steady use as a series instant- 
ly makes it conspicuous in the 
newspapers of any city. 

The Indiana Trust Company’s 
advertisements are written by 
John E. Casey, auditor of that 
institution, who says: “The com- 
pany has, from the date of its or- 
ganization, been devoted to the 
use of printers’ ink. We believe 
we can effectively reach the public 
through constant and persistent 
advertising. We are content to be- 
lieve that money so spent is an 
important element in our success. 
It is wise to vary the form of ad- 
vertisement, and we are therefore 
always endeavoring to find some 
new and attractive form. Some 
time ago we hit upon the plan of 
printing plain, confidential talks 


difference is usually the chief one 
between good and bad advertising. 
You, the reader, is the attitude to 
be taken—not me, the advertiser. 

The ads reproduced here were 
clipped from the Indianapolis 
News. This company uses all the 
papers in its city, however, and 
Mr. Casey does not care to com- 
pare one with another. But he 
credits the evening papers with a 
large share of the company’s in- 
creased business, because a large 
majority of depositors are women, 
and it is believed that women read 
the evening papers more regularly 
than those published in the morn- 
ing. An idea of how great has 
been the Indiana Trust Company’s 
increase in business is shown in 
the fact that on June 30, 1902, its 
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aggregate of individual deposits $5,545,299, or an increase of over 
amounted to $3,168,808, while on 
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two and one-third millions of dol- 





‘Beifium, one of the small- 
est and most thickly Popp 
fated countries in the world, 
shows savings deposits of 
about $7.00 per capita for the 
entire population. Travelers 
are surprised at the absence 
of beggars and paupers and 
the indications everywhere 
of thrift and prosperity." The 
feason given 1s that every; 
son has a savings account., 
hig strong company, with 
its splendid facilities, extends, 
@ cordial invitation,to all to 
9) a savings aetount. 
Why. not do it to-day? 
THE 


INDIANA TRUST CO. 
Capital... (61,000,000.00 





PERSON who has a 

> savings Account is ina 
measure a public ben- 
efactor, because in bis mod- 
est way, he dots his share to 
increase the amount of mon- 
ey per capita in active circu- 
lation. The person who does 
fot keefi a savings account. 
but hides his money in out- 
of-the-way places,withdraws 
that money from circulation 
and thereby retards the full 
Growth and prosperity of: 
the country, and also robs 
himself of a legitimate in- 
come. . 


THE 
INDIANA TRUST CO. 
te particularly well equipped to give 
every depositor prompt and efficient 
service and reasonable earnings on Lis 


t Lapiad 11.00.0009, Surptus 30,008. 


Millionaries we can not all 
expect to be; we can, how- 
ever, acquire a reasonable 
share of wealth if good judg- 
ment is used in our expend- 
itures. Many people in their 
anxiety to me rich, 
throw discretion to the winds, 
and fisk their earnings im 
ventures which promise ev- 
erything but all too often give 
nothing im return. It ts the 
determined, systematic sav- 
ang of small amounts that’ 
brings ultimate success. As 
an illustration, a deposit with] 
this comparly of ten dollars} 
every month for ten years 
will amount to $1,399 32. 
THD INDIANA TRUST CO, 


No money comes easier 
than interest money, when) 
once you have made a start. 
It does not require a large 
amount to begin with. We 
will pay three per cent. in-/ 
terést upon amounts of one 
dollar and upwards. There 


interest; it keeps sight on 


Sundays and holidays. Bet-' 
ter begin now; deposit. what- 
ever you can spare, add to it, 
whenever possible, and in 
time, your success is asstised, 
We will welcome ‘Ras ace 
count, large or small. 

THE . 


. INDIANA TRUST €9, 
MEAD... ee eeeee $1,000,000.00 
Gurplus....c000. 276,000.00 








Te is well known to the 
average wage earner that it 
4s much easier to earn money 
than to save it, and it is also 
true that very often those 
who clan they can not save 
anything out of their earn- 
ings draw larger salaries 


are no vacation periods with}inan the majority of the 


thrifty people found among 


working for you days. nights,|. sayings bank's depositors, 


This great financial insti- 


jtution will ‘remder every as- 


sistance to those who believe 


in saving money and placing’ 
it where it wili be absolutely; 
safe and earn a fair interest 
rate. Degin saving to-dav 


THE INDIANA TRUST COMPANY 








Cor. Washington St. and Virginia Ave. 


The man who is known to 








The «mprovidence of a) 
large number of people is not 
due so much to a desire to 
spend every cent they earn, 
as to their failure to under- 
stand the value of small 
economies. If a start, no 
matter how small, would be 
made of laying aside a small 
portion of the income eac! 
week or month, the lesson of 
saving would soon be learn- 
ed. Start a savings account 
with us to-day, no matter 
what may be the amount. 
This peed company will 

ladly help you save it. 
gladly Pn | 


INDIANA TRUST CO. i} 
Capitat.. $1,000,000.00 © 
Surplus. 275,000.00 | 


his friends and neighbors as 
a safe and successful busi- 
ness man does not invest’ his 
money in every scheme that 
presents itself with the 
“promise” of large returns, 
¢ is satisfied with a reason- 
able rate of interest and the 
absolute security of both 
principal and interest, such 
as this strong company of- 
fers to its depositors. This 
course may pot appear so at- 
tractive as some of the 
schemes offered, dut is far 
the safest and most satisfac- 
tory in the end. 
THE INDIANA TRUST COMPANY. 
eeeeeeseee §F,000,000.00 


. Capital... 
Surpiue.. 











The success of Japan in 
her present struggle with 
Russia 1s due to her close ob- 
servance of the old adage, 
SIn times of peace prepare 
for war.” What is true of 
hhations, apples with equal 
force to individuals who 





should “in times of prosper- 
ity prepare for the inevitable} 
ramy day.” In no manner 
can this be accomplished)’ 

ith so much satisfaction 
and certainty of success to 
the mdividual as by a sav- 


ings account with this com- 
rm to save and your future] 
iy 


pany 

welfare and 

Stan today. 
t 


THE 
INDIANA TRUST CO. 
- Capital $$1.000,000.00 


Surpive 259,000.00 
‘Cor. Washington 6t. and Virginia Ave 





An early start and a defi-. 
mite plan goes far toward as-, 
suring success to the young 
person starting out in life. 
There 1s no negd to be nig- 
gardly or penurious in your 
efforts to economize and 
save, neither should one be 
prodigal in his expendi- 
tures The sensible and eas- 
test method of creating a 
fund for your future needs 
would be to open a savings 
account with our company; 
deposit whatever amount 
you can each week or month. 
Stick to it, and in time your 
success will be assured. Be- 
gin to-day; you will tiever re- 


The prudent, far-seeing 


You should not forget that 
each day of your life brings 
you nearer to the time 
when your capacity for earn- 
ing decreases and finally 
ceases. What are you doin 
toward providing a fund that 
will become your mainstay 
and comfort, and prevent 
your becoming dependent 
upon reluctant relatives? 
Prudent people forestall such 
a possibility by creating a 
fund for their declining years 
by depositing with our,com- 
pany regularly a portion of 
their income, which, aided by 
the compound We pay, 
the accumulation of the fund cortain, 

THE 

INDIANA TRUST CO, 

Capital. . 








man lays the foundation of 
a fortune much as a mason 


wallable 
small. The great 
not 


finenciers are 


aid you in saving yours. Start a sav- 
‘ings account with us today. ’ 


’ THE 
INDIANA TRUST CO. 
Capital.... « $1,000,000.00 
Surplus ... (275,000.00 











gret it. i 
THE INDI-NA TRUST CO. 

Captial $1,000,000.00 © Gurphus $775,000.00 
= 








In taking care of your week- 
ly or montbly miscellaneous 
expenses, don’t fail to set 
aside some part of your sal- 
ary which shall go to your) 
savings account, and make it 

ur first duty to see that it 
‘9s deposited to your credit 
wih our company. ‘One rea- 
-son why so many people fail] 
ta save is that no definite} 
plan of action is ever adopt- 
ed. Try this one, and we feel 
‘sure the only regret you will 
have is that you did not start 
sooner. 


THE 
INDIANA TRUST CO. 
. $1,000,000 

250,000 





Capitad ...00+0 
Curpius 





Do #t in July; start that lorg 
delayed savings account this 
month. Don’t wait until next 
month or next year, but do jt 
now. You will be very much 
pleased to see how rapidly 
small amounts will ziow. 
We are anxious to add your) 
name to our already large 
and rapidly growing fist of 
depositors. It does not mat- 
ter how small your first de- 
_posit may be, it will be none! 
the less.appreciated We pay 
three per cent. compound in- 
terest May and November| 
Ast. 





Ger. Washington $4. ng Virginia Ave] 


THE ‘ 
he fund. 
INDIANA TRUST Co. }'”° ps INDIANA TRUST CO. 
Capital... «.91,000,000.00] Capital. $1 





i] The person whrd * corhf Sums -+-++ 


above caring for the pennies, and 
ais big finapelal tnstitution will gladly | deposits. 


Has it occurred to you 


builds a brick wall—a brick }that it is but a short time 
atatime. The man who will Juntil the cold. weather will 
not lay the first brick because |be here, brmging its numer- 
jit falls short of a completed jous demands 
wall, will not make much jpurse, such as fuel, clothing; 
progress in acquiring a com- Jan 
petency. Many people live Jother 
lup their incomes and. decline [about your savings account ?. 
to save because the amount [Will it be im condition to’ 

Md ith appears too I stand the drain? Better start 


upon your, 


the thousand and one, 
necessities? How: 


now with your weekly 
We will help you 
save. Three per cent. paid 
on deposits. Interest com- 
pounded semi-annually, May 
and November 4 
‘THE INDIANA TRUST CO. 

Capital... 1$1,000,000.00 
. 4276.00.00! 









mences the week with the 
knowledge that tHe past 
week's salary is gone, and 
with a mortgage on the com- 
ing one, has little i 
to work, and as a rule, does 
not give value received to his} 
employer, -On the. other 
hand, the man’ who has a 
snug savings account with 
ths company, and is adding 
to st constantly, it is a safe’ 
statement to make that he 
finds enjoyment in his work 
and is.a valued employe. The' 
moral 1s plain: Open a sav- 
ings accoun? with this com- 





pay will assist the growth of 











ed result. 
saving of a portion of -your 
pany. . The thrée per cent.J,s, 
compound interest which we}pay, semfanoually, will your; 





Do not look upon you 
talents as an mbuarnciad 
capital upon-which you wil) 
always realize interest. They, 
will sometime become ex 
hausted, antiquated and non- 
productive; rather build up a’ 
Jasting capital out of your! 
talents whose returns will! 
adequately serve you in your: 
old.days. A saving account' 
with our company 1s the most’ 
simple and effective method 
of bringing about the desir- 
The systematic 


income weekly or monthly,: 
ded by the ‘compound interest we 
{insure 4 


THE 
INDIANA TRUST CO. 








the same date in 1905, three years Jars. Ina city the size of Indian- 
later, the total had grown to apolis this is remarkable. 
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ADVERTISING FOR TRANS- 
FER AND REGISTRY 
BUSINESS. 


The American Loan and Trust 
Company, of Boston, has no safe 
deposit vaults or savings depart- 
ment, and is situated in a part of 
the financial district, at 53 State 
street, where it can hardly appeal 
to women. Nor does it transact 
a large business in estates or trust 
funds. In most respects the com- 
pany has little to advertise, at 
least along conventional, financial 
advertising lines. Yet advertise it 
does, and quite extensively, and 








Bost 








with good returns on general 
business even where specific re- 
sults cannot be traced. 

“We believe in printers’ ink,” 
said C. H. Bowen, secretary of 
the company, “but our ideas of 
advertising differ from those of 
any other financial institution I 
know. The American Loan and 
Trust Company does a large busi- 
ness in the registry and transfer 
of bonds and stocks—probably the 
largest of this character in Bos- 
ton. We want to keep our cor- 
porate name before people who 
have stock transactions, not only 
in Boston and New England, but 
throughout the United States. For 
this purpose we advertise in Bos- 
ton dailies and some New York 
mediums that have a national 
circulation among business men. 
National banks use the financial 
journals in much the same way, 
but for different ends. They so- 
licit collections from other bank- 
ers. We do not handle much of 
this business, and consequently 
find it best to select mediums that 
go outside of banking circles. We 
also publish cards in such trade 
papers as the Street Railway 
Journal and others devoted to 
street railways, for we do a great 


deal of business in trolley stocks, 
and find that every man connect- 
ed with the adminstrative end of 
an electric railway is a reader of 
the electrical journals. Some very 
good results have also been se- 
cured through cards in railway 
trade journals. Our ads are only 
a formal card, with no argument, 
but they bring business from the 
business community, 

“This is all general publicity. I 
remember only one man who 
came into our counting-room and 
definitely said he had been brought 
here by our _ advertisements. 
Sometimes we trace the influence 
of advertising in other ways— 
more results have been credited 
to out-of-town clients than here in 
Boston, But as general public- 
ity, our advertising pays. Any- 
thing that keeps the company be- 
fore men who are identified with 
stock and bond transfers is good 
advertising for us. When we 
handle a stock or bond issue, for 
example, we always estimate mar- 
gin on the transaction for public- 
ity. This is an extra profit of a 
very, real kind, for our name goes 
out in connection with the securi- 
ties and is brought to the atten- 
tion of stockholders all over ‘the 
country. Men who buy stocks 
have financial business to transact 
at times, and when they want the 
services of a responsible corpora- 
tion in some other city they are 
quite likely to select one that they 
have heard of through past trans- 
actions. So it is good advertising 
for a company like ours to be as- 
sociated with important securities, 
Such association brings the name 
of a trust company before people 
‘who have connections with cor- 
porations, trust funds, estates, etc., 
and leads directly to transactions 
that are the especial province of 
trust companies, 

“Every trust company should 
spend at least a small appropria- 
tion in good daily papers, I think. 
But the best advertising for a con- 
cern like this comes from the 
clients it already has. We want 
every man who does business with 
us to be not only satisfied, but 
glad to do business here, glad to 
tell other people ‘how well ad is 
treated.” 
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THE COUNTRY BANK—ITS 
ADVERTISING. 


The country ‘banker—that is, 
the banker in a farming communi 
ty—finds it best to regard his 
clients as business men, and to ad- 
vertise his institution along the 
lines of a commercial bank rather 
than one seeking savings. For the 
farmer is a business man in meth- 
ods, no matter ‘how small his in- 
come may be. He receives no 
weekly wages, like the mechanic 
or clerk, nor are his expenses and 
income regulated monthly, like 
those of the merchant. His af- 
fairs are all hinged upon the an- 
nual crop. Because he gets money 
only at this one season, he is often 
an applicant for loans, either on 
mortgages or short-time notes at 
very good interest, the paper be- 
ing secured by what he has grow- 
ing in his fields. 

This is the country banker’s 
proposition, and the advertising 
that will pay him best is such as 
will show his community that he 
has good facilities for accommoda- 
ting farmers. Newspaper adver- 
tising in the local papers, together 
with mail literature sent to the 
lists that are always easy to ob- 
tain, will. keep him in touch with 
those who ought to do business at 
his institution. The cost of his 
advertising should be small. He 
should talk about the bank’s se- 
curity, publishing statements, call 
attention to facilities for ex- 
change, explain the convenience 
of checking accounts, offer the 
safe deposit vaults (which many 
country banks now have) as a se- 
cure depository for valuable pa- 
pers, and the like. 

Loan facilities should perhaps 
receive as much attention as any 
other subject. The farm mort- 
gage has assumed in rural minds 
a vague shape of ‘dread something 
like the typical “trust” of the 
newspapers—it stands to the aver- 
age farmer for a fiendish, insa- 
tiable document that, once signed, 
can never be paid off or eluded— 
something that is bound to get 
you in the end, no matter how 
you work or save, The country 





banker might remove this illusion 
by taking from his business deal- 
ings little life histories of typical 
mortgages, publishing in his ads 
(omitting names, of course) such 
details as the date the mort- 
gage was given, the amount, the 
interest agreed upon, the date 
when it was paid off, and the 
whole cost of the money to the 
borrower. Such details, together 
with the story of what the mort- 
gage was made for (such as im- 
provements to the farm that made 
its earning capacity so much more, 
or the education of a son) would 
do much to induce people in his com- 
munity to assume an obligation when 
necessary, and by wise employment 
of borrowed money better their 
condition. Crop advances on note 
might be treated the same. The 
farmer can often turn a shrewd 
stroke with the aid of borrowed 
money, and his banker can show him 
how the temporary loan is used by 
the business world generally. 

Savings advertising is not 
wholly prohibited to the country 
banker, for children grow in his 
community as elsewhere, and 
farmers’ wives commonly receive 
their own funds weekly from the 
sale of ‘butter, eggs and similar 
small produce. The finances of 
the farmer’s wife are really dif- 
ferent in nature from those of the 
farmer ‘himself, and ought to be 
treated separately in advertising, 

One vital point that ought to 
be covered thoroughly is the con- 
fidential relation that will exist 
between the small banker and his 
depositors. When the banking by 
mail system was started it imme- 
diately brought large deposits 
from people in small towns who 
had never patronized the local 
bank, fearing that to open an ac- 
count would make known to all 
the community just how much the 
depositor was worth. Therefore, the 
country banker's advertising talks 
ought to frequently assure his public 
that what goes on at his bank is as safe 
from discovery and gossip as 
though the institution were in 
New York or Chicago. Judicious 
covering of this point in advertis- 
ing would help both deposits and 
loans. 
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THE STREET CAR IN BANK 
ADVERTISING. 


Almost from the beginning of 
vital financial publicity the banks 
and trust companies employed 
street-car cards, sometimes in con- 
nection with newspaper advertis- 
ing and sometimes alone. Street 
cars have never been brought into 
question on the score of “dignity,” 
while from the standpoint of cost 
some material advantages are 
claimed for them. The cost of 
carrying a card in a car is forty 
cents per month, and the street- 
car advertising authorities claim 
for such a card 100,000 circula- 
tion—that is, about that many 
people on the average ride in each 
car in thirty days. A _ street-car 
card has space equivalent to half 
a page in a newspaper so far as 
area is concerned, though of 
course a more complete story can 
be told on a newspaper half-page 
because smaller type can be used. 
The cost of a half-page in a paper 
like the Chicago Daily News, 
one insertion, per 100,000 circula- 
tion, is $140, so that upon a basis 
of circulation cost there is every 
advantage with the street car. In 
point of actual results, also, the 
street-car advertising men claim 
interesting things. The Sovereign 
Bank of Canada, advertising in 
the street cars of Toronto, Mon- 
treal and other Canadian cities, 
increased its deposits about $3,- 
000,000 in a year, though the use 
of car cards was at first viewed 
in horror by conservative bankers 
in that country. The Provident 
Savings Bank of Baltimore, used 
car cards exclusively and was able 
to trace direct results in safety de- 
posit boxes and mortgage loans. 
The Commercial and Farmers’ 
National, of the same city, has 
used cars in connection with its 
newspaper advertising, and Presi- 
dent W. A. Mason says they reach 
wage-earners and people of mod- 
erate means. He credits street- 
car advertising with 900 new ac- 
counts, aggregating $800,000, 
which would ‘seem to show a 
pretty high class of business from 
the cars—it is a question whether 
900 accounts averaging nearly 
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$1,000 apiece, brought in a single 
year, can be attributed wholly to 
the wage-earning class. The cost 
of getting this business—which 
represents about $25,000 a year to 
the bank—was $125 a month, or 
$1,500 for the year. The Com- 
mercial and Farmers’ National 
has employed commercial argu- 
ments rather than savings. 

Some years ago the agents for 
street-car advertising throughout 
New England conducted a cam- 
paign that led one bank or trust 
company in each important town 
in their territory to enter on a 
campaign of street-car advertis- 
ing, and results were good in every 
instance. About fifty banks went 
into the street cars, advertising 
safe deposit vaults, savings facili- 
ties, exchanges, etc. It was dem- 
onstrated by the agents before ad- 
vertising began, that only fifty per 
cent of the business that ought to 
come to the banks of New Eng- 
land could be found on their 
books, the proof being furnished 
in statistics, deposits and average 
earnings of the industrial classes. 
In many cases the street-car ad- 
vertising brought in deposits of 
moldy and tarnishel money that 
had been hid away because the 
owners feared the banks. 

The street-car card is not so 
restricted in its message as some 
persons are inclined to infer. One 
hundred words may be printed on 
a car card and be easily readable 
from a place that a passenger can 
occupy. There is a tendency now- 
adays to make the most of car- 
card space, printing as full an ad- 
vertisement as possible, instead of 
the epigrammatic sentence or two 
that was formerly thought suffi- 
cient. Snappiness and smartness 
are giving way to sound argu- 
ment. The message of a bank or 
trust company, let it be upon 
whatever subject it will, is seldom 
long or involved. No complicat- 
ed explanation is needed, as in the 
case of a stove, or safety razor, or 
remedy. Either in connection 
with newspaper publicity or alone 
the cars are capable of carrying a 
complete advertising story, and 
perhaps the best results are se- 
cured- when they are used as a 
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unit, quite apart from any other 
exploitation a bank may be carry- 
ing on. 

The following street car texts 
are typical examples of copy that 
brings results in the cars. Some 
of them were written by Mr. 
Mason, of the Commercial and 
Farmers’ National, Baltimore, 
others by Mr. Blackstone, of the 
Jnion Trust Company, Baltimore, 
and still others were used in the 
cars of New England: - 

The safest man is the man who has a bank 


account, It establishes and lends confidence 
inhim, We invite small accounts. Start one 
to-day. : 


The future holds no worry for the man whose 
surplus is anchored to a savings account. Start 
one to-day. 

Early habits mold future characters. The 
boy or girl who early acquires the saving habit, 
is laying the foundation of a future success. 
Start a savings account, 

Do not spend all your income. A man’s 
duty to himself is to save some money out of 
his earnings. Start a bank account and be in- 
dependent. 

A Savings Bank Book is better than a letter 
of recommendation. It is an absolute proof of 
character, No cost to start an account. 

The capital and surplus of a bank constitutes 
the safe-guard of the depositors against possi- 
bleloss, Come in and talk with us about open- 
ing an account, 

The practical man knows the uncertainties of 
business and the folly of spending his income 
as he goes. Begin to save money to-day. 

Some “sure things” are surer than others. 
: bank account is one of them. Start one to- 

ay. 

A savings bank is created by law to protect 
and safeguard yourmoney, You are always 
welcome. Any amount will start an account. 

The officers and directors of this Bank are 
conscious of their responsibility. Every detail 
no matter how small, receives the same carefu 
attention. 

Hard to Start—The hardest part of anything 
is the start. It’s easy when you get going. 
Just make up your mind to begin saving to-day, 
and you'll find it so easy to keep it up that 

ou’ll wonder why you never did it before. 
ut the money in our bank and get interest on 
it. 

Modern banking is the foundation of govern- 
ment, incorporating the important ideas for 
safe and conservative handling of money. Why 
don’t you become part of such an institution by 
opening an account ? 

A bank account promotes credit, establishes 
responsibility and results in security. It is 
your best friend. Start one to-day. 

In judging a bank, always remember that 
capital and surplus give security to the 
depositor, by forming a fund that stands 
between the depoaiter and any possible shrink- 
age in the securities held by the bank. The 
capital and surplus of this bank form a margin 
of safety that assures absolute security to those 
who intrust their money to us. 

Your wife can be made one of your executors, 
and, as the other, we would relieve her of the 
arduous part of the work and keep the estate 
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clear of legal entanglement.” No charge for 
consultation. 

It cost nothing to talk over your will with 
us. We will act as your executor if you wish 
—solely or jointly with your best friend. 

Nothing in the world adds to self respect like 
a bank account. Its value lies in. the feeling 
that youare not dependent. Start one to-day. 

When you establish yourself ina bank you 
feel secure and your mind is at peace. Banks 
have been the means of making more success- 
ful men than colleges, 


A safe place to keep bonds, deeds, securities 
and other valuable papers. A key to get at 
them. private room in which to examine 
them. All for $—a year. 

The best way to pay bills is by checks, It’s 
less trouble and saves time. A canceled check 
is the best receipt. There is no reason why 
you should not keep an account with us, 


Where is the money you have been earning 
all these years? You spent it and somebody 
else put it inthe bank. Why don’t you put 
aoe’ own money in the bank for yourself—why 

et the other fellow save what you earn? 

Rainy days come to everybody. Life has 
more downs in it than ups. Right now, while 
you are making, you ought to be saving; then 
when things go wrong, you will have something 
to fall back upon. Come and talk with us 
about opening a bank account. 

Our foreign Cnet has every facility for 
sending money abroad safely, quickly, at trifl- 
ing expense. tters of credit and travelers’ 
checksissued—available anywhere. Drafts is- 
sued and collections made on Great Britain 
and Ireland and on the Continent. We invite 
you to avail yourself Of our extended foreign 
connections, 

Investment Securities—A bank has facilities, 
not always at the disposal of individuals, for 
determining the value of marketable securities. 
Our patrons have the benefit of our advice and 
assistance in making investments, given with- 
out prejudice, our only object being to oblige 
our clients, 

Busy men, with no time to spare, can have 
their real and personal property managed by 
us, This assures positive safety and absolute 
fidelity. 

A working balance is all you really need ina 
bank. The remainder in a trust company will 
earn interest, and still be subject to check. 

——~-oe— 


ADVERTISING IN SWITZERLAND. 
_ The Swiss have not a grasp of Eng- 
lish grammar, as the following ex- 
amples show: The proprietor of an 
Alpine hotel addresses his clients thus: 
“Misters the venerable voyagers and 
mesdames are requested earnestly not 
to take the clothes of the bed to see 
the sun rise, for the color changes.” 
Recently the following advertisement 
appeared in an “English” guide book 
published at Berne: ‘‘The hotel is 
a favorite resort of people fond of 
solicitude and rest. Those who are in 
search of loneliness are, in veritable 
fact, contantly flocking to this hotel 
from the fore quarters of this globe.” 
“Strange gentlemen will to please not 
to dress for dinner, etc., as this cos- 
tume flutters the souls of the maid folk 
and no work is resulted. Humbly 
asked.” Such is the announcement 
posted in the bedrooms of an inn in 
the Jura mountains.—Exchange. 
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SECURITY FOR SAVINGS— 
HOW TO ADVERTISE IT. 


Patrons of a commercial bank 
usually understand a statement of 
liabilities and assets, or have faith 
in the directorate or officers, or 
attach importance to the bank’s 
career. But with the savings de- 
positor these considerations do not 
always carry. He may not com- 
prehend a statement. The best 
directors may not arouse his con- 
fidence. Remember the scathing 
things that have been printed 
about directors as a class the past 
year. Age and commercial honors 
are something he does not com- 
prehend. In time of panic the 
savings depositor who is not thor- 
oughly satisfied may be out to 
have a look at his bank, and like 
as not the mere fact that it is 
there, and there are no cracks in 
its walls or ceiling, may re-assure 
him. The savings depositor is not 
a fool, as a class, but often he is 
distrustful, and it will pay a bank 
to talk to him in its advertising, 
both before he has opened an ac- 
count and afterwards, impressing 
upon him the security of the in- 
stitution. 

This word security is used free- 
ly in savings advertising, but sel- 
dom backed up with plain argu- 
ments. How to back it up may be 
a problem, provided the bank 
wishes t> demonstrate its own se- 
curity and prosperity by its sur- 
plus or assets. But sometimes 
good advertising talks about sav- 
ings banks in general, with figures 
about their strength and facts 
about the way they are safeguard- 
ed, examined and conducted, will 
do more to promote confidence 
than talk about one particular in- 
stitution. True, such advertising 
may create confidence for other 
vanks, and perhaps deposits, But 
. little breadth in such matters 
may one day prove an excellent 
safeguard for all. 

General arguments about the 
safety of savings banks can be se- 
cured from the statistics of what- 
ever State the institution may be 
located in. If it operates under 
savings regulation similar to those 
of New York State, this should 
be explained fully, also methods 
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of examination, the character of 
securities bought for investment, 
and so forth. Statistics of the 
strength of the -State’s savings 
banks as a whole would probably 
be impressive. The sort of matter 
that strikes the eye and remains in 
the memory is indicated by these 
facts concerning the savings banks 
of New York City, recently print- 
ed_in the Saturday Evening Post: 


The savings banks of New York hold 
$1,200,000,000 of deposits, which hap- 
pens to be almost exactly the amount 
of money held by the three big life 
insurance companies. But you hear no 
stories about them of graft, extrava- 
gance or reckless investments. 

Last year their total expenses of all 

sorts, including taxes, were only fifty 
per cent larger than the home office 
Salaries alone of the three great in- 
surance companies. The number of de- 
positors on January 1 last was 2,443,- 
555, against 2,148,850 policy-holders in 
the three life-insurance giants on the 
same date. Total expenses of all sorts, 
including taxes, were, last year, $3.39 
for each $1,000 of assets, or practically 
one-third of one per cent. the Equit- 
able Life’s expenses, excluding all 
bonuses and commissions to agents, 
were nearly fifteen dollars for each 
$1,000 of assets, or one and a half 
per cent. Excluding all cost of agency 
maintenance and of the medical depart- 
ment the expenses were still about ten 
dollars for each $1,000 of assets, 
_ The Bank for Savings, incorporated 
in 1819, has $75,000,000 deposits, on 
which it paid three and three-quarters 
and four per cent last year, and its 
total salaries were $90,765. The Bow- 
ery Savings, incorporated in 1834, has 
$90,000,000 of deposits and paid in 
salaries $93,072. The Seaman’s Bank 
with $64,000,000 of deposits, the Emi- 
grant Industrial with $75,000,000, the 
German with $60,000,000, and so on, 
show substantially the same thing, You 
never read of the presidents of these 
concerns in underwritings and promo- 
tions. Although they handle immense 
amounts of the public’s money, Wall 
Street knows them not. 

A glance at the consolidated state- 
—_— of the savings banks wil suggest 
why: 
This statement shows total assets of 
$1,300,000,000, of which $570,000,000 is 
invested in first mortgages on_ real 
estate, $15,000,000 in United States 
Government bonds and $410,000,000 in 
other public bonds—that is, issues of 
States, counties, cities, towns and 
schoe'-districts. There is $197,000,000 
in real mortgage bonds issued by 
strong railroads, but not including any 
of those new so-called bonds that are 
secured simply by the deposit of stocks 
as a collateral. The Street must seek a 
market elsewhere for those highly U- 
lar and highly financial securities, Then 
there is $800,000—or about: two-thirds 
of one per cent—in loans on pledges 
of securities. The rest is in real estate 
occupied by the banks and in cash on 
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hand and on deposit and in interest 
accrued but not due, 


The Equitable’s earnings last 
year on its gross assets (interest 
and dividends) was onlv 3.95 per 
cent. In the same period the New 
York savings banks, with all their 
conservative restrictions, ad- 
vanced interest from three and a 
half to four per cent, paying ex-, 
penses besides and putting some- 
thing into the surplus. 

The article continues, bringing 
to light many facts that can be 
transposed bodily into savings 
bank advertising: 


That the savings banks are conduct- 
ed with signal ability and honesty is 
admitted. They are so highly regard- 
ed, in fact, that many persons who 
will never have to worry about the 
rent keep as much money in them as 
they will take—the amount that one 
person may have on deposit in a bank 
being limited to $3,000. 

Yet the savings bank law is simple 
enough. Any thirteen or more persons 
may organize a savings bank in New 
York by joining in a declaration to 
the State Superintendent—provided 
that, in the opinion of the Superin- 
tendent, greater convenience of access 
to a savings institution will be afforded 
to any considerable number of persons 
by the establishment of a bank at the 
designated location; that there is such 
density of population in the neighbor- 
hood as to give reasonable promise that 
the concern will be useful and suc- 
cessful, and that the character of the 
incorporators is satisfactory. The in- 
corporators:do not pay in or subscribe 
any money. On the other hand, the 
law says that no trustee of a bank shall 
have any interest, direct or indirect, in 
the gains or profits thereof, nor as such. 
directly or indirectly receive any pay- 
ment or emolument for his services, 
except he be a salaried officer of the 
bank as well; and no trustee or officer 
shall, directly or indirectly, for him- 
self or as agent or partner of others, 
borrow any of its funds or in any man- 
ner use the same; nor shall any trustee 
or officer become an indorser or surety 
or become in any manner an obligor 
for money loaned by such bank. 
Further, the law very strictly limits 
investments by savings banks to loans 
on real estate; United States bonds; 
bonds of New York State or any other 
State that has not, within ten years, 
been in default for interest; bonds of 
cities, towns, counties and school dis- 
tricts that come up to certain high re- 
quirements; and to real mortgage bonds 
of such railroads as come up to the 
requirements. 

Before the law was amended at the 
last session of the legislature, the 
railroads, other than of New York 
State, in whose bonds the banks might 
invest were designated by name in the 
act. Naturally when a road that was 
not on the list was bringing out a 
large issue it would wish to have its 


bonds made available for savings bank 
investment, and this could be done 
only by an amendatory act. The St. 
Paul, the Chicago and Alton, the Rock 
Island, and several other roads were 
added to the list in this way. The 
legislature at Albany is seldom hard- 
hearted when large business interests 
are at stake. There is one well-known 
case—which it would be invidious to 
call b a the diligent lobby 
got t amendatory act, adding the 
road 0. the list (at a rather large ex- 
pense for the necessary and strictly 
legitimate attorney’s fees that usually 
figure in such cases), but the savings 
bank did not like the bonds and they 
promptly formed a cruel cabal and re- 
fused to touch them, although the law 
specifically permitted them to do so. 

Thus the trustees are barred by 
statute from personally profiting 
through the use of the bank’s funds, 
and the uses to which they may put 
the funds are strictly limited. 

Many States have regulations 
that differentiate the savings bank 
from the purely commercial in- 
stitution, or where there is not a 
separate savings law, the banking 
statutes and customs have meas- 
ures of security that are worth 
talking about in advertising. Sta- 
tistics of disaster among banks 
and trust companies, either in a 
single State or nationally, make 
an impressive showing when con- 
trasted with the amount of de- 
posits held safely, the total 
amount of interest paid annually, 
the total amount of business done, 
and so forth. Developed intelli- 
gently, this subject of security 
may be made interesting to the 
man who thinks he knows all 
about banks, and entirely plain 
to the man who admits that 
he knows nothing about them. 
It is the duty of the savings bank 
not only to use security arguments 
in getting new business, but for 
the purpose of creating confidence. 
Speaking through its advertising, 
a bank or trust company can 
create, in times of prosperity, a 
spirit of confidence and an amount 
of true understanding of the func- 
tions of a bank that may become a 
help and mainstay in time of fi- 
nancial uncertainty and distrust. 


DEE Oe 
“Boy,” said a haggard man to an 
urchin on the highway, “the officers 


are after me. Can you show me to a 
place where I can hide. and be safe? 
Where no one will ever look for me?” 

“Dead, sure,” said the — urchin. 
“Hurry over to that piano store. It 
never advertises.”—Musical Trade Re- 
view. 
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INFORMATION ABOUT IN- 
VESTMENTS, 


A SUBJECT THAT SHOULD BE TAKEN 
UP IN FINANCIAL ADVERTISING— 
MOST PERSONS KNOW NOTHING 
WHATEVER ABOUT INVESTMENTS, 
AND NOBODY KNOWS ALL ABOUT 
THEM—SOUND .| INFORMATION 
ABOUT MEDIUMS AND METHODS 
OF INVESTING IS A SAFEGUARD 
AGAINST SPECULATIVE FEVER. 








It is said that practically every 
man and woman in the United 
States becomes, at some time in 
life, a speculator. Usually the 
history of the speculation is dis- 
astrous. 

It might be more truthful to say 
that, in the majority of these 
cases, the speculator is really an 
investor. For while the medium 
that lures away his savings ac- 
count or profits from his business 
may be ever so worthless, there is 
more often an intention to invest 
his little surplus than to speculate 
with it. The oil and mining sharks 
know this. Their advertisements 
talk seldom of quick profits, but 
of a safe long-time security, ap- 
preciating within a few years. 
Speculation as carried on in Wall 
Street, the good old wicked 
dummy of the newspaper edito- 
rial, is used as a warning by the 
shady stock-jobber more frequent- 
ly and effectively than by anybody 
else. 

What looks so much like rash 
gambling on the p.rt of the pub- 
lic, therefore, is more often a 
legitimate desire to invest. Lack 
of knowledge about any sort of 
investment securities is what 
brings disaster. The bank’s de- 
positor suffers, whether he is in 
the savings or commercial depart- 
ment, and the bank suffers with 
him. It is one thing to get a good 
class of depositors into the bank, 
and another thing to keep them 
in—even the steadiest of them. 
For one short week of poor judg- 
ment will offset the economy and 
good purpose of ten years’ in- 
dustry. 

The best safeguard a bank can 
erect against this speculative fever 
is to teach its public everything 
that can be taught about both 


speculation and investment, good 
and bad. Whether it be a savings 
bank doing business with wage- 
earners, or a trust company carry- 
ing accounts for great business 
houses and wealthy legatees, this 
information is equally apropos. 
No man or woman is so securely 
entrenched financially or so wise 
in business usages as to know all 
about investments. No class is so 
poor and humble that some 
swindler will not find a medium 
to lure away its savings. 

Information about legitimate in- 
vestments ought to be printed ina 
bank’s advertising for the public 
good, just as anti-speculative ad- 
vice ought to be printed. The im- 
personal quality of a newspaper 
advertisement permits the bank or 
trust company to give counsel in 
terms that would be resented, per- 
haps, if used face to face with 
depositors. Properly managed, 
information of this sort can be 
made to offset the virus of specu- 
lative temptation that is present 
always in the news, the financial 
pages, the advertising of swind- 
lers, 

Every experienced banking man 
knows, in principle, what should 
be said on the subject of invest- 
ments, but perhaps only one in a 
hundred is capable of dealing, with 
the subject in a series of short 
newspaper talks of mail folders. 
In a little book entitled “The Art 
of Wise Investing,” published by 
the Moody Publishing Co., New 
York City, the principles of both 
safe and unsafe securities have 
been brought together in small 
space. A bank advertising man 
reading this volume will quickly 
see where the vital points are, and 
be able to present them effectively. 

This manual states that a much 
larger aggregate of capital is an- 
nually lost in the United States 
through unwise investment than 
through pure speculation, what- 
ever may be the popular impres- 
sion to the contrary. Indeed, the 
loss through ill-considered invest- 
ments is thought to be tenfold 
that occasioned by speculation on 
the stock and produce exchanges. 

Even where fairly good securi- 
ties are sought by the inexperi- 








ns tera SEES MED EE en eeet 











PRINTERS’ 


investor, his tendency is 


enced 
usually that of the typical “lamb” 
—namely, to buy when stocks are 
higher than they have ever been 


before. In his lack of knowledge 
of securities he never stops to 
study out the causes that have put 
them at highwater mark. He 
knows nothing of manipulation. 
This first error, with the second 
he as often makes of selling when 
stocks begin to drop, cleans him 
out, nine times in ten. In “The 
Art of Wise Investing” the meth- 
ods of Wall Street in manipulating 
stocks are very fully dealt with. 
Many of the passages could be re- 
printed entire as newspaper ads, 
and would make not only good 
advertising, but instructive general 
reading. 

Certain hide-bound investment 
axioms, such as “Buy only first 
mortgages,” are taken up and dis- 
sected. The reader is shown that 
first mortgages in the shape of 
bonds on certain railroad, munici- 
pal or industrial property may not 
necessarily be as good as third, or 
fifth, or even tenth mortgages on 
some other properties. Various 
shifty expedients of bond manipu- 
lators are described, and some- 
thing is said about the value of 
reading every word of printed and 
written statement in securities, 
even the embellishments, for hid- 
den clauses. 

The wisdom of scattering one’s 
investments among securities of 
different classes is pointed out, 
and an instance of disastrous in- 
vestment, dealing with the man 
who put all his eggs in a single 
basket, is given. Every banker 
familiar with investors -can tell a 
dozen similar stories in his own 
advertising. 

The ways of Wall Street are de- 
scribed very clearly, and many 
misconceptions of even the finan- 
cially wise are corrected. For ex- 
ample, it is popularly thought that 
when a security has been listed 
on one of the big exchanges it is 
above suspicion—as it is not, This 
book tells why. Every man in the 
country who has any kind of a 
bank account ought to know why, 
too, for his own good and that of 
his bank. Another misconception 
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is that all the good securities are 
to be found on the lists of the big 
exchanges, whereas, in reality, 
hundreds of high-grade bonds and 
stocks have never been quoted on 
an exchange. “But if there is a 
company with a speculative board 
of directors,’ says the author, 
“and whose stock has _ been 
watered until it will float a navy, 
its shares are pretty sure to be 
found on the exchange’s list. Or 
if there is a company that is ab- 
solutely controlled and directed 
by some particularly active and 
conspicuous manipulator, its stock 
may be looked for in the same 
place.” 

Stock watering is explained— 
always an old subject, yet ever 
new, for the simplest job of 
“washing” usually convinces the 
“lamb” and causes him to leave 
his happy home at the savings 
bank or trust company. <A very 
definite line is drawn between the 
actual value of a security and its 
quotation. An insight into the 
bucket-shop is given. Methods of 
advertising for “lambs” are de- 
scribed. Tricks of bond-floaters 
are exposed, and many devious 
crooks and turns of the financial 
street mapped out plainly. After 
all this exposition of Wall Street’s 
crookedness (presented in an en- 
tirely good-natured and conserva- 
tive style) the author has some- 
thing to say about the proper 
function of the exchanges, and the 
way they should be used by in- 
vestors, 

All these things will make en- 
tertaining reading when cast in 
the form of a series of newspa- 
per advertisements, and there are 
a good many more to be taken up 
at discretion, according to the 
banker’s own local conditions. 
There may be bucket shops, or 
pool rooms, or a race-track, or a 
steady stream of fake stock ad- 
vertising in his town, either run- 
ning in the daily papers or coming 
through the mails. It’s a poor 
town indeed that doesn’t receive 
a few fake stock propositions 
every month through the cheaper 
magazines, even if they do not 
come in through another channel. 
There is always before the deposi. ° 
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tor this temptation to invest, spec- 
ulate or gamble. The bank or 
trust company must guard against 
it. These short-sighted investors 
and speculators are not fools. 
They enter the fraudulent indus- 
trial concern not blindly, but after 
due deliberation—after an amount 
of thinking and ‘hesitation, usually, 
far greater than the banker him- 
self gives to an investment propo- 
sition. The savings account is 
tapped after the would-be investor 
has used his own best judgment, 
and the only lamentable thing in 
the whole transaction is that his 
judgment was not better. Had he 
known more about how invest- 
ments are made, and the different 
kinds that there are, good and bad, 
he would have been safe. It is 
the duty of the advertising bank 
to put this information before its 
public. Probably every statement 
that can be made in such invest- 
ment advertisements has already 
been printed thousands of times in 
the financial columns of the daily 
papers, and in many books—where 
the amateur investor never sees 


them. In presenting such infor- 
mation it is not necessary to fol- 
low in the steps of the gifted 
author of “Frenzied Finance,” for 
though there are dark details to be 
chronicled, they can all be set 
forth in matter-of-fact descriptive 
narratives. Properly used in a 
bank’s or trust company’s adver- 
tising, this information about the 
investment field will safeguard de- 
posits, bring in hoards that might 
be secured by swindlers without 
ever being inside the vaults, and 
as a direct feeder for the institu- 
tion’s investment department, if it 
has one. 








Tue acme of conciseness is believed 
to have ben attained by a London res- 
taurant, which displays this notice: 
“S. O. 2 S. 4.” That means that a 
patron can have sausage and onions, 
with two slices of bread, for four- 
pence.—Exchange. 

a. 

APPARENTLY a visit to our “uncle” 
need not necessarily be always an oc- 
casion of great gloom. One pawn- 
broker of the West Side has on the 
front of his building, in bright gold 
letters, a handsome and cheerful look- 
ing sign which reads: ‘‘When Broke, 
Call on Uncle Ben.”—Sun. 











As a whole or in parts, 


SPLENDID OUTFIT FOR 
SMALL CITY DAILY 











THREE NEW MERGENTHALERS, DU- 
PLEXED ; TWO-LETTER MATRICES; ONE 


FOUR AND EIGHT-PAGE PERFECTING 
PRESS; STEREOTYPING OUTFIT; STY- 
LISH NEW DISPLAY TYPE. & 2% *% & 


Sif j Wit alle vile | 
= 
= 











FOR SALE 







adaress, 1. C. WEST, “2 Sela Buttsing, 





TAAAR 














fe ABE 


SO HN GTL:Y 





PRINTERS’ INK. 33 


ADVERTISING CONVEN- 
TION 


The second convention of the 
International Advertising Asso- 
ciation, which was organized at 
St. Louis a year ago, was held at 


the Waldorf, New York, October Il 


17-18. A number of members 
came from Western cities, while 
the attendance of New York ad- 
vertising men and publishers was 
good. ‘The association is in fine 
shape financially, it was reported, 
and takes credit to itself for hav- 


‘ing aided in the passage of the 


recent trademark act, which lin- 
gered twelve years in Congress 
before Delavan Smith, of the In- 
dianapolis News, acting for the 
organization, persuaded Congress 
that the measure was necessary. 
The organization also claims to 
have stopped trademark piracy in 
Cuba. 

A number of papers were de- 
livered during the two days’ ses- 
sion. Frank Presbrey spoke on 
“Who Creates Advertising?” but 
left the ethical question to 
answer itself and made a plea for 
better treatment of the advertiser 
after he has been “created,” so 
that he may continue to advertise. 
Ben B. Hampton’s subject was 
“Who Patronizes the Advertiser?” 
and dealt -with conspicuous waste 
in advertising. John Lee Mahin 
discussed “Who Pays for the Ad- 
vertising?” and hit the obvious 
answer squarely—the public. 
Other speakers were Robert P. 
Habgood, of the Bradford, Pa., 
Star; E. J. Ridgway, E. J. Bliss, 
Thomas Balmer, Chas. A. Car- 
lisle, Harry A. Kramer and E. W. 
Krackowizer. 

Officers were elected as follows: 
President, J. W. Cassidy, Egg-O 
See Company, Quincy, IIl.; first 
vice-president Delavan Smith, 
publisher Indianapolis News; sec- 
ond vice-president,’ Barney Link, 
American Bill Posting Associa- 
tion, Brooklyn; third vice-presi- 
dent, John Lee Mahin, Mahin Ad- 
vertising Agency, Chicago; treas- 
urer, Winslow Mallory, of Mun- 
sey’s; secretary; Thomas Balmer. 
Directors for three years—A. D. 
White, Chicago; J. M. Gampbell, 
Cincinnati; A. E. Ashbrook, 


Cleveland; John Lee Mahin, Chi- 
cago; Louis Wiley, New York; 
L. K. Liggett, Boston; Robert P. 
Habgood, Bradford, Pa.; Ben B. 
Hampton, New York; E. J. Bliss, 
Boston,; J. W. Cassidy, Quincy, 
Some of the members of the In- 
ternational Advertising Associa- 
tion feel that it has not, during the 
past year, justified its existence. 
A number of statistical reports 
have been sent out concerning 
magazine advertising, and it is 
promised that more complete sta- 
tistics will be furnished during the 
coming year under the super- 
vision of Clarence B. Hurry. The 
latter was to have made a report 
outlining this work, but postponed 
it. Disaffected members reason 
that the statistics thus far sent out 
have been more theoretical than 
useful, and a few announce an in- 
tention of withdrawing. But the 
organization has 175 members, 
and counts some of the lead- 
ing business houses in the coun- 
try on its roster. Barron G. 
Collier, the retiring secretary, has 
given a great deal of his time and 
money the past year to further- 
ing the organization, and it starts 
its second year in better condition 
than it was twelve months ago, 
with pretty nearly the whole ad- 
vertising and publishing world 
ready to help it along on any 
practical line of work it under- 
takes. 

The meeting closed with a ban- 
quet attended by 135 guests. Job 
E. Hedges was toastmaster, and 
speeches were delivered by Charles 
Emory Smith, of the Philadelphia 
Press; John McNaught, of the 
San Francisco Call; and Con- 
gressman Samuel L. Powers, of 
Boston. 
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A WINDOW DISPLAY THAT 
DREW. 





There was much ado in a Kansas 
town a few weeks ago when Mrs. Field- 
ing, the wife of the leading dry goods 
merchant, came across a packet of her 
husband’s billet doux accidentally drop- 
ped by one of the young woman assist- 
ants. The step taken py the energetic 
Mrs. Fielding was to exhibit all the 
letters in the show window. This 
caused such a crowd to assemble that 
the police had to threaten a summons 
for “obstruction.”—Kansas City Inde- 
pendent, 








PRINTERS’ INK. 


A Roll of Honor 


(THIRD YEAR.) 


No amount of money can buy a piace in this list fora paper not having the 
requisite qualification. 


Advertisements under this caption are accepted from publishers who, accord- 
ing to the 1%5 issue of Rowell’s American Newspaper Directory. nave suomitted for 
that edition of the Directory a detailed circulation statement. duly signeu and datea, 
also from publishers who for some reason failed to obtain a figure rating in the 195 
Directory, but have since supplied a detailed circulation statement as described above. 
covering a period of twelve months prior to the date of making the statement, sucn state- 
ment being available for use in the 1906 issue of the American Newspaper Directory. Cir- 
culation figures in the ROLL or Honor of the last named character are marked with an (:k). 


These are generally regarded the publishers who believe that an advertiser has a right 
to know wnat he pays his hard casn for. 





{3 Announcements under this ciassification. if entitled as above, cost 2 cents per 
line (two lines are the smallest advertisement taken) under a YKARLY contract, $2U.80 for 
a full year. 10 per cent discount if paidwholly in advance. Weekly. monthly or quarterly 
corrections to date showing increase of circulation can be made. provided the publisher 
sends a statement in detail, properiy signed and dated. covering the additional period, 





in accordance with the rules of the American Newspaper Directory. 


Ww 


that the absolute accurac 


Publications which have sought and obtained the Guarantee Star have the 
privilege of using the star emblem in their advertisements in the Roll of Honor at 
the regular rates of twenty cents aline. The extent and full meaning of the Star 
Guarantee is set forth in Rowell’s American Newspaper Directory in the catalogue 
description of each publication possessing it. 
of his circulation statement would stand out bright and clear 


No publisher who has any doubt 


afier the most searching investigation, would ever for a moment consider the thought of 


securing and using the Guarantee Star. 


ALABAMA. 


Athens. Limestone Democrat. weekly. R. H 
Walker, pub. Actualarer. Jirst 5 mos. 1905,1, 082. 


Birmingham, Ledger. dy. Average for 1904, 
20,176. Best advertising medium in ‘Alabama. | 
ARIZONA. 

Phoenix. Republican. Daily arerage for 1904, 
6,889. Chas. T. Logan Special Agency, N. ¥. 

ARKANSAS. 

Fort Smith, Times. daily. Actual arerage 
Sor 1904. 8.876, Actual average for October, 
‘November and December, 1904, $646 

CALIFORNIA. 





Freano, Evening Democrat. Average April, 
6.195. Williams & Lawrence, N. Y. & Chicago. 


Meuntain View. Signs ofthe Times. Actuai | 


weekly average for 1904, 27. 108, 
Oakland. Herald, dail Areraye for 1904. 
7,583. Now 8.500. atz, Spec. Agent, N. ¥. 


San Francixco, re ay and §8’y. J.D. Spreck- | 


verage ya year ending 


els. Actual daily 
; Sunday, 88,941. 


August, 1905, 62,617 


San Franeiseo. Sunset Magazine, rere Ve j 


literary ; two ay and eignt pages, 5x8 
Cireu,ation . 48.916: 11 months 1905, 

9,545. TB vy 431 California Street. 

San Jose. Morning Mercury and Evening 
Hcrald Average 1904, 10,573. 

San Jone, The Kaven. “The Californian Month- 
ly.” 1904, 6,000, 1905, 25.000, 

San Jose. Town and Country Journal, mo. 
W. G. Bohannan Co. verage 1904, 9.125. 
May, Juneand July, 1905, 20.000, 

COLORADO. 

Denver, Post, daily. Post Printing and Pub- 
lishing Oo. Average for 1904, 44.577. Average 
Sor Sept. 1905, dy. 47,789. Sy. 61,500, 

&2™ The absolute correctness of the latest 
circulation rating accorded 
the Denver Post is guaran- 
teed by the publishers of the 
American Newspaper Direct- 
ory, who will pay one hun- 
dred dollars to the first per- 
son who successfully contro- 


verts its accuracy. 


GUAR 
TEED 


Denver, Clay’s Review, waar: Perry A. Clay. 
Actual aterage for 1904, 10.926 

Pueblo. The Public Chieftain. Arerage cir- 
| culation for year ending August 495, 16,219. 
| Reaches ail Sonthern and Western Colorado 
| many hours before the Denver newspapers. 

CONNECTICUT. 
Ansonia, Sentinel, dy. Aver. for 1904, 4,965. 


ist 6 months v5 5,111. E. Katz, Spec. Agt., N. Y. 


Bridgeport, Post, daily. Arerage for 1904 
}10,615. £. Katz, Special Agent, New York. 
| Vridgeport. Standard. Sworn ar. to May, 
1905, 6,206. La Coste & Ma.well, Spec., N. Y. 
| Bethacpest. Telegram-Union. Dy.ar. for 1904 
L. Katz, Special Agt., New York. 
| Meriden. Journal, evening. Actual average 
Sor 194, 7,649. 
Meriden. Morning Kecord and Republican. 
daily average Jor 1904, 7.559. 
New Haven,: Evening Register. a Actual 

2v. for 1904, 18,618: Sunday, 11,14 

New Uaven, Pal!adium, dy. Arer. 1904,7.857, 
First 6 mvs. 05, over 8.000, E, Katz, Sp. Agt..N.Y. 
| New Haven. Union. aor 1904,16.076. First 
six mos., 05, 16,187. E. Katz, Spec. Agi., N. ¥. 
New London, Day,ev’g. Aver. ’04, 5.855, 1°t 
mos. v5, 6,090. E. Katz., Spec. Agt.,.N. Y. 
Norwalk, Evening Hour. Daily arerage year 
ending Dec., 1904,3.217. Apriicirce., as certified 
by Ass’n ‘Am. ddv’rs.all returns deducted, 2,869. 
Norwich. Bulletin, morning. seg for 103, 
4.988; for 1904, 5.850; now, 6,435 

Waterbury. Republican. dy. Arer. for 1904, 
5.770. La Coste & Maxwell Spec. Agents, N. Y. 


DELAWARE. 


Wilmington, Every Evening. grag guar- 
anteed circulation for 1904, 11,46 


| 9,20 


6 


Wilmington. Morning News. Only morning 
paper in State. Three mos. end, Dec., 194,10, 074. 
DISTRICT OF COLUMBIA. 


\ Washington. Evening Star, daily and Sun- 
day. Daily average for 1904. 85,502 (OO). 
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FLORIDA. 
Jacksonville, Metropolis, dy Av. 1904, 8,760, 
First six mos. 05, 9.028. E. Katz, Sp. Ag. ov.¥. 
GEORGIA. 
Atlanta, Constitution, D’y av. °04, 88,8 
W’y 107,925. Aug.’05, da’ y 40,728; S’y 50, ion 
Atlanta. e -e dy. Av. 1904,43.688, Aug. 
» 47,598 y. 47.502 « Semi-weekly 55.9388. 
Atlanta, an Actual daily average 1904, 
24.230. S. C. Beckwith. Sp. Ag., N. Y. & Chi. 


Atlanta, The Southern Ruralist. Sworn aver 
age jirst six months 1905, 82.838 copies monthly. 





Augusta, Chronicle. Only morning a. 
1904 average. daily 5.661: >. 66 1: Sunday 7.48 


Nashville. Herald. 4rera pone ing a, April 
and May, 1,875. Richest county in So. Georgia. 
ILLINOIS. 


Catro. Cee. Daily Average 1904, 1,196, 
weekly, 1,127 


‘h Sent, 





1905, no issue of 
daily less = sot: daily and weekly, 6,100. 

Chieago. Bakers’ Helper, monthly ($2.00). 
Bakers’ Helper Co. Arerage for 1904, 4.100(QO). 

Chieago Breeders’ Gazette. weekly, $2.00. 
Averaye circulation 1905, to Oct. ist, 66,428. 

Chicago. Farmers’ Voice and National Rural. 
Actual aver., 1904, 25.052. Sept., 1905, 40,000, 

Chicago. Gregg Writer. monthly. Shorthand 
and Typewriting. Actual areraye 1904, 18,750. 

Chicago, Inland !’rinter. Actual average cir- 
culation for 1904, 18.812 (O ©). 

Ohieago, Record-Herald. Arerage 1904, daily 
145.761, Sunday 199.400. ee 
mos, 1905, daily 148,928, Sunday 208,501. 
&t@The absolute correctness of the latest 
circulation rating accorded 
the Chicago Record-Herald 
is guaranteed by the pub- 
lishers of Rowell’s American 
Newspaper Directory, who 
will pay one hundred dollars 
to the first person who successfully con- 
troverts its accuracy. 

Chiengo. System, monthly. The System Co.. 
pub. Kastern office | Madison Ave., N. Y. Ar., 
for year end.,: Feb. 1905, 88,750, Issue for Sept 
1905, 60,200. 

Kewanee. Star-Courier. Av. for 1904, onty 

8,290, wy, 1.278, Daily, 4 1st 4 mos, 05, 8.802 

Peoria. Evening Jour rnal, daily and aunties. 
Sworn daily average for 190k, 18,525. 

Peoria, Star, evenings ana Sunday morning. 
Actual average fur 1904, dy 21,328, S’y 9.957. 


INDIANA. 
Evens. Cmte daily ana 8. CourierCo., 
b. Act. av. 03,12.618. Sworn arerage’vs. 12.: 
Bad. Smit he Thompson. Sp. Rep.,N.Y.& Chicago. 
Evanaville. Journal-News. Ar. for 1904, 2s: . 
030. Sundays over 15.000. E. Katz, 8. A 
Marion, Leader, daily. W. B. Westin, ak 
Actual average Jor year 1904. 5,685 
Muncie, Star. Average net ine 1904 (all re- 
turns and uusold copies deducted), 28,781. 
Notre Dame. The Ave oe ee weekly. 
Actual net averuge for 1904, 2% 
e Riehmond. Sun-Telegram. rina av, 1904, dy. 
-T61. : 





GUAR 
TEED 








South Rend. Tribune. ‘Sworn daily average, 


1904, 6.589. Sworn aver. for Sept..’05,7,218. 
INDIAN TERRITORY. 
Ardmore. Ardmoreite, daily and weekly. 
Average for 1904, dy.. 2.068: wy.. 8.291. 
IOWA. 


Davenport. Democrat anc Leader. Larvest 
guar. citycircu'n. Sworn aver, Sept., 905, 8,015. 
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Davenport. Times, Daily arer. Sept, 10.668. 
Circulation in City or total guarauteed greater 
taan any other paper or no pay for space. 


Des Moines. Capital. vaily. Lafayette Young, 
publisher. Actual average svld 194, 86.538. 
Present circulation over 389.000, 

Citu circulation guaranteed largest in Des 
Moines. Carries more department store adver- 
tising than all other papers combined. Carries 
more advertising in six issues a week than any 
competitor in seven. 


Des Moines. Wallace s Farmer, wy. Est. 1879. 
Actual average for 1904, 36.811. 


Keokuk. Gate City, Daily av. 1904, 8,145; 
daily six months, 1905, 8.298. 


Musentine. Journal. Da’ Daily ar. 1904, B.068, 
tri-weekly 8,039, daily, March. 1905, 6, 452 

Sioux City, Journal, daily. Average pa 1904, 
sworn, 21.284. Av Sor Sept., 195, 25.958: 
Prints most news and most foreign and local ad- 
vertising. Read in 80 per cent of the homes in city. 


Sioux Clty. Tribune. Evening. Net sworn 

daily, average 1904, 20.678: Aug.. 1905, 244.01. 

paper of largest circulation and advertis- 

ing patronave. Ninety gt cent of Sioux City’s 

reading public reads the Tribune. Only lowa 
paper that has the Guaranteed Star. 


KANSAS. 

MWutchinson. pore Daily 1904, 2.964. First 

five mos, 05, 3,296. E. Katz, Sp. Agent, N. Y. 
KENTUCKY. 

Harrodsburg, Democrat. Best Bluegrass 
families at 3c. per 1,000, Proven av. cir., 8,082. 

Lexington. Leader. Ar. 04. evg. 4.041, Sun. 
5.597, Aug., 05, evg.,4 4.549, E. Katz, Spec. Agt. 

Louiaville. Times D Daily a average year ending 
June 30, 1905,86,025 (8). Beckwith Agency, Rep. 


Owensboro. wee dy. and twice-a- week, 
Av. 3 mos. end. Sept. 30, 05, dy. 2,482; twice-a- 
week, 4,292, 

Padueah, Journal of Labor, wkly—Accepts 
only the best class of advertising and brings 
results trom the best class of wage-workers. 


Padueah, The Sun. Average for April, 1905, 
3,626, . wit 


LOUISIANA. 


New Orleans. Item. official journal of the 


vity. <Av.cir. jirst eiyht months 1905, 22,095. 
MAINE. 
Auguata, Comfort,mo. W. H. Gannett, pub. 


Actual average Jor 194, 1.269.641. 


Augusta, Kennebec Journal, dy. and wy. 
Average daily, 1904, 6.844, weekly, 2,486. 

Bangor. Commercial. Average sor 1904, daily 
8,991, weeicly 28.8237. 

Dover. Piscataquis Observer. 
cveraye 1904, 1,918. 





Actual weeily 





Lewiaton. Evening Journal, daily. 
1904, 7,524 (© ©), weekly 17.4350 (© ©). 


Ph ag oy Woods ana Woodsman.week ly. 
. W. Brackett Co. Arerage for 194. 8.180. 
Portland, Evening Express. Average for 1904, 
daily 12,166. Sunday Telegram, 8,476, 
MARYLAND. 
Baltimore, American, dy. Aver. to June 50.05, 
64,068. Sun., 58.818. No return privilege. 


Baltimore. News, daily. Even- 

ee News Publishing Company. 

A dverage 194, 53.7 . For 
ovo September, 1905, 59.480. 


TEED 


Aver. foF 


Newspaper Direc who will one hundred 
dollars to the rector. son who “Necusefull lly con- 
troverts its accuracy. 


MASSACHUSETTS. 
Boston, Evening Transcript (O©). Boston’s 
tea table paper. gest amount of week day adv, 
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Boston. Globe. Aver. to Oct.7, 1905, daily, 198.- 
619. Sunday, 801.425. “Largest Circulation 
Daily of any two cent paper in the United States. 
400.000 more circulation than any other Sunday 
paper in New England.” dvertisements go in 
morning and ajsternoon editious for one price. 
&@ The absolute correctness of the latest 
circulation rating accorded 
the Boston Globe is guaran- 
teed by the publishers of 
the American Newspaper 
Directory, who will pay one 
hundred dollars to the first 
person who successfully controverts its 
accuracy. 


UA 
ofa 
TEEO 


Boston. Post Average Sept., 1905, daily 
285.698: 1904. 211.221. Boston Sunday Post, 
aver. Sept.. 195. 190,075: year 194, 177.664, 
Largest daily circulation Jor 1904 in all New 
England. whether morning or evening, or morn- 
ing and evening editions combined. Second 
largest Sunday circulation in New England, 
Daily rate. 20 cents per agate line, flat. run-of- 
paper ; Sunday rate. 18 cents per lime. The best 
adrertising propositions m New England. 























Banner September of 
THE BOSTON POST. 
Circulation of the Boston Daily Post 
and the Boston Sunday Post, day by 
day for the month of September, 1905. 
SEPT. SUNDAY DAILY. 
1.. 234,200 
2 236,500 
3 186,760 
4.. 248.370 
5. 244,100 
é6.. 235,200 
7.. 235,460 
8.. 233,200 
9... 233,460 
10.. 192,800 
a... 237,000 
12.. 234,320 
13.. 233,500 
14.. 232,870 
15... 233.00 
16.. 232,000 
_& 190,500 
18.. ,400 
19.. 231,050 
20.. 1,300 
Si... 21,500 
=... 260,860 
23... 2,000 
2... 190,300 
25... 254,100 
26.. 233,300 
27 234.5) 
28 235,350 
29 235.300 
ee 231,500 
Total, Daily 
Post, 26 days 6,128,040 
Total, Sunday 
Post, 4 days. 760,300 
Daily Average, 235,693 
Sunday Average, 190,075 














Fall River. News. Largest cir’n. Daily ar. ’04, 
6,953(). Robt. Tomes, Rep., 116 Nassau St...N.Y- 


Ralem. News. Daily circulation, 17,500. 
Only paper ingdistrict. 


Springfield. Good Housekeeping,mo. <Aver- 
age jirst 5 mos. 1905, 20%.420. No issue iess 
than 200,000, 





Woreester. Evening Post, daily. Worcester 


Post Co. Averuge for 1904. 12,617. 


Worcester. [Opinion Publique, dai!y (© ©). 
Paid average for 1904, 4,782. 


MICHIGAN. 


Grand Rapids. Herald. Arerage daily issue 
last six months of 1904. 28.661. Only morning 
and only ea | oo. its field. Grand Rapids 
(pop, 100,000) a: estern Michigan ‘ pop. 750,000), 


All advertisements guaranteed. |. 
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Grand Rapids, Evening Press dy 
1904, 44,807, 


Jackson, Press and Patriot. Actual daily ave 
erage Jor 1904,6,605. Av. Sept., 195, 7,240. 


Kalamazoo. Evening Telegraph. First 6 mos. 
1905, dy. 10.12% June, 10.174, 8.-w. 9,685, 


. Average 
Average 6 mos. 1905, 46,087. 


Kalamazoo. Gazette. d’y. 6 mo. end’g Sept., 
05,111,502; Sept..11,884. Larg. cir, by 4.500. 


Saginaw. Courier Herald. daily, Sunday. 
Average 1904,10,288: September, 1905, 15.548. 


Saginaw, Evening News, daily. Average for 
1904,14,816. Septeniber. 1905, 17,896. 


Sault Ste. Marie. Evening News. daily. Av- 
erage, 1904,4.212. Only daily in the two Soos. 


MINNESOTA. 


Minneapoils. Farmers’ Tribune. twice a-week. 
W.J. Murphy, pub. Aver. for 1904, 56.814. 


Minneupoiis. Farm, stock and Home, semi- 
monthly. Actuai average 1904,79.750. Actual 
average first six months 1905. 86.295. 

absolute accuracy of Farm, 
Stock & Home’s circulation rating 
is guarauteed by American 


Alar w Newspaper Directory. Circulation is 
AN practicuily confined to the furmers 
TEED of Minuesota. the Dakotas. Western 


Wisconsin and Northern lowa. Use 
it to reach section must proptably, 


Minneapoills. Journal, daily. Journal Print- 
ing Co. Aver. for 1903, 57.0893 1904. 64.888; 
first 9 mos, 1905, 67.605: Sept., 1905, 68.048, 

absolute accuracy of the 


Journal’s circulation ratings is 

A guaran teed by the American News- 
alow paper Directory. It reaches a 
AN greater number of the purchasing 
TEED classes and goes into more homee 


thai any r in its yield. It 
brings roeutte 


Minneapolia. Svenska Amerikanska Posten. 
Swan J. Turnblad, pub. 1904,52,068. 


Minnenpolis Tribune. W. J. Murphy, pub. 
Est. 1867. Oldest Minneapolis daily. 1904, 
datly average, 87,9273 last quarter of 
1904 was 92,222; first six months of 1905 
was 96.087; Sunday, 74,448. 

CIRCULAT’N = The Evening Tribune is guar- 
anteed to have a larger circula- 
tion than any other —, 
olis newspaper’s evening edi- 

GUAR tion. The carrier-delivery of 
AN th? daily Tribune in Minneap- 
TEED 

' 


olisis many thousands greater 

than that of any other news- 

paper. The city circulation 

by Am. Newse- alone exceeds 40.000 daily. The 

paper Diree- Tribune is the recognized 

tery. dias Ad paper of Minne- 
apoilia. 


St. Paul. Volkszeitung. Actual average 1904, 
dy. 12.685. wy. 28.687. Sonntagsblatt 28,640, 
MISSISSIPPI. 

Hattiesburg. Progress, ev’g. Av. d’y cire.,y’r 
end’g Jan., 1905, 2,175. Pop, 14,000, and gi ing. 
MISSOURI. 


Clinton. Republican. Wy av. last 6 mos, 1906, 
8.840. D’y. est. Apr.,’04; av. last 6 mos.’04, 800, 
Kaneas City, Journal, d'y ard w’y. Average 
for 1904, daily 64,114. weekly 199,890. 
Joplin, Globe, daily. Average 1904, 12.046, 
Aug., 05,18.%751. E. Katz, Special Agent, N. Y. 
&t. Joseph, News and Press. Cire. ist 6mos., 
1905, 35,528. Smith Thompson, Hust. Rep. 
St. Loui«. National Druggist. mo. Henry R. 


Strong, Editor and Publisher. Average for 1904, 
8,080 (© ©). Eastern office. 59 Maiden Lane. 


&t. Louisa. National Farmer and Stock Grower, 
monthly, Average for 1902, 68.588: average for 
1903, 106,625; average Sor 1904, 104,750, 


MONTANA. 


Butte. Inter-Mountain. Sworn average daily 
circulation 1904,18,678. Beckwith Sp. Agency, 
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THE 


SUNDAY JOURNAL 


Minneapolis 


MEETS EVERY REQUIREMENT. 





It has carried on the four Sundays 
since its first issue, in total adver- 
tising, an average of 


134 COLUMNS. 





The JOURNAL is the recognized 
organ of the Banking and Financial 
interests of the Northwest. Its 


Commercial and Market page is 


unequaled. 





The Journal is the great Want Ad 
medium of its field. 





Special Representatives: 
DAN A. CARROLL, | W. Y. PERRY, 


Tribune Building, Tribune Building, 
NEW YORK. CHICAGO. 
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NEBRASKA. 


Lineoin, Daily Star, evening 
and Sunday morning. Actual 
Atal diily average for 1904, 15.239. 
TEED For March, 1905, 16.862. Only 
EE Nebraska paper that has the 
Gu«rantee Star. 
Lincoln. Deutsch-Amerikan Farmer, weekly 
Average year ending January, 195, 146,867. 
Lineoin. Freie Pre-s, weekly. eaten erage 
for year ending January, 1205, 149.2 
Lincoin. Journal and News eae average 
1904, 26.3338; February, 1 1905, average, 23,055. 
Omaha. Commercial. We reach Western busi- 
ness men. Do you want to ¢ Curcu'n 1904, 2,038b. 
NEW HAMPSHIRE. 


Nashua, Telegraph, dy.hnd wy. Daily aver. 
6 mos. ending Apr. 30th, 05, $8,286. Auy,, 4,150. 


NEW JERSEY. 


Camden, Daily Courier. Est. 1876. Net aver. 
circulation Sor 6 mos. end, June sv, 1905, 8.859. 

Elizabeth, Journal. Av. 1904, 5,522; jJirst 
6 mos. 1905, 6,313; 5 mos. to Aug. 1, 6,604. 

Jeraey City. Evening Journal. Arerage for 
9904, 21.106. First 6 mos. 1905, 22,555. 

Newark. Evening News. Fvening News Pub. 
Co. av. for April, 1905,61,544. 

NEW YORK. 

Albany. Evening Journal. Daily average for 
1904, 18,288. ls the leading paper. 

Albany. Times-Union. every evening. Est. 1856. 
Av, for v4, 80,487; Jan. Feb..&Mar.,’U5,88,.594. 


Binghamton, Evening Herald, daily. Herald 
Co. Aver. sor year end, June, 1905, 12,289 (#) 

Buffalo. Courier, morn. Av. 1904, Sunday 79,- 
882; duily 50.940; Enquirer, even., 32.702. 

Buffaie, Evening News. Daily arerage 1904, 
88.457; ist six months, 1905, 95,281. 

Satakill. Recorder, weekly. Harry Hall. edi- 
tor. Ac. yr. eudg. Sept., v5, 8.774; Sept.,3.848 

Corning. Leader. evening. Arerage, 1904, 
6.2388. First quarter 1906.6 .42%, 

Cortiand, Democrat, Fridays. Fst. 1840. Aver 

1904, 2.296. y Dem. paper in cvunty. 

Glena Faila, Sereane Star. Average circula- 
tion, 1904, daily 2.29 

Hornellaville. Morning Times. F a +e 
4,188 for year ending July. 1905; 29 R. F. D.’s. 

Mount Vernon. Daily Argus. Average 1904, 
2.913. Westchest2r Couity’s leading paper. 


Newbureh. News. daily. Av. for 1904, 4,722. 
8,000 more thax all other Newb gh paperscomoined. 











New York City. 

Army &Navy Journa! Est. 1863. Actual weeiiy 
average for 52 issues. 1904.9.8371 (OO). Only 
Military paper awarded * Gold ‘Marks. ud 

Raker’s Review monthly. W.k. Gregory Co, 
publishers. Actual average for 1904, 4.900. 


Benziger’s magazine, family monthly. Ben- 
ziger Brothers, Arerage for 1904,87,028, pres- 
ent circulation, 50,000. 


Clipper, weekly (Theatrical), Frank Queen 
Pup. U9., Ltu. Aver. for 1904, 25.662 (OO). 


Gaelic American. weekly. ye Jor 
1904, 8.179; for 23 weeks in 195. 28,1 


Haberdasher. mo . est. 1881. 4ctual arerage for 
1904,7.000. Binders’ affidavit and Post Office 
rece:pts distributed mon monthly | to advertisers. 


Hardware Deale rs’ Magezir Magazine, morthly. 
In 1994, average issue, 17.500 (© ©). 
D. T. MALLETT, Pub.. 243 Broadway. 


Leslie’s Weekly. Actual arer. vear end. Aug. 
1904, 69.077. Pres. ar. over 85.000 weekly. 


Music Trade Review. music trade auc art week- 
ly. Average Jor 1904, 5,509, 
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Pocket List of Railroad Officials. qly. Railr’d 
& Transp. Av. 193, 17.992; 1904, 19.047. 

The People’s Home Jourral. 525.166 monthly. 
Good Literature, 452.8338 monthly, arerage cir- 


culations for 1904—all to id-in-advance sub- 
seribers. F. M. Lupton. pubiisher. 


The Tea and Coffee Trade Journal. Average 
e:rculution for year ending Octobsr, 1905, 8.6% 
(3k); October, 1905, issue. %.281 (3). 


The Wall Street Journal, Dow, Jones & C>., 
pubs. Daily average Jirst 6 months, 1905, 12.916. 


The World. Actual aver. for 190, Morn,. 302,+ 
885, Eveuing, 879.7385. .35, Sunday, "438,484. 


Printers’ Ink, a journal 
for advertisers, published 
every Wednesday. Es- 
tablished 1888. Actual 
weekly average for 1903, 
11,001. Actual week'y 
average for 1904, 14,- 
918. Actual weekly av- 
erage for eleven months 
ending June 28, 15,< 
769 copies. 


Rochester. Case and Comment. mo. Law. Av. 
or 1904, 80.000; 6 vears' average. 50.105, 





Seheneetady, Gazette. daily. A. N. Liecty. 
Actual average for 1905, 11.62%, 194, 12.574. 


Syracune. Evening Ileraid. daily. Herald Co., 
pub. Aver, 1w4, daily 55.648, Sunday 59.161. 


Ttlen. National aows Contractor, mo. 
Average for 1904, 2,625 
Ttiea. Press. daily. maa A. Meyer. publisher, 
Average for 1904. 14.37 
NORTH CAROLINA. 


Asheville. Citizen. Sworn rs average for 
194, 8,230; September, 1905, 8,57 

Charlotte. Observer. North <a 's fore- 
most newspaper. Actual daily aver. 1904, 6,143, 
Sunday. 8.408, semi-weeicly, 4.496. 

Raleigh. Biblical Recorder. pene. Averaye 
1903,8.872, Average 1904, 9.756 


OHIO. 

Ashtabula, Amerikan 77 Finnish. 
Actual average for 1904, 10.9386 

Cleveland. Plain Dealer. Est. 1841. Actual 
daily averaye 1904, 79.460: Sunday 68.198, 
Sept., 1905, 73.178 daily; Sunday, 73.078. 

Dayton. Herald, evening. Circ., 1904, 18.280. 
Largest in Dayton, paid at full rates. 

Youngstown. Vindicator. D’y ar. '04.12,020. 
LaCoste «& Maxwell. N Y. & Chicago. 

Zaneaville, ‘times-Kecorder. Sworn ar. ist 6 
mos, 1905.10,42%. Guar’d double nearest com- 
petitur and 50% in excess sonibined competitors, 


OKLAHOMA. 


Oklahoma City. The Oklahoman. 1904 arer. 
8.104. Sept.,’05,11,1¢8. HE. Katz, Agent, N.Y 


OREGON. 


Portland. Oregon Daily Journal. Actyal aver- 
age for Sept , 1905, 28,889, 














PENNSYLVANIA. 


Cheater. limes, ev s¢ ‘YY. Average 1904, 7 7.929. 
N. Y. office, 220 Bway. F. Rt. Northrup, Mgr. 


Erie. Times, daily. Arer. for 1904, 14,257. 
Sept., 1905,15,195. HE. Katz, Sp. Ag., N.Y. 





HMarriaburg, Telegraph. Du. sworn ar.,6 mos. 
ena’y June, 12.060; Sept.13,.477. Bestin H’b g. 





Philadelphia. Confectioners’ Journal, mo. 
Av, 194, 3,004; av. . 18t 6 mos 6 MOS. 1905, 5,420 (OO). 


The Philadelphia 
BULLETIN’S 
Circulation. 


The following statement shows the actual cir- 
culation of THE —— for eacu day in the 


month of September, 1900 








Total for 26 days, 5,406 975 copies. 
NET AVERAGE FOR SEPTEMBER, 


207,926 copies a day 
THE BULLETIN’s circulation ficures are net; all 
damaged, unsold, free and returned copies have 
been omitted. 
WirtiaM L. MCLEAN, Publisber. 
Philadelphia, Octover 4, 1905. 
i. Philadelphia nearly everybody reads the 
etin.” 


The Evening 
Telegraph 


READ EVERYWHERE IN 
PHILADELPHIA, 


SEPTEMBER CIRCULATION 


The following statement shows the actual cir- 
culation of THE EVENING TELEGRAPH for each 
day in themonith of September, 1905: 





- 
RH Soarmomerwm 


Ss 








Tota) for 26 days, 4,309.029 copies. 
NET AVERAGE FOR SEPTEMBER, 


165,731 copies per day 


BARCLAY H. WARBURTON, President. 
PHILADELPHLA, October 4, 1905. 


Philadel phia, German Daily Gazette, Aver- 
circulation ist 6 mos.,1905, daily 50.996: ene 
40.156; sworn ‘statement, Cir, books open 





PRINTERS’ INK. 











4i 


Philadeiphia. Farm Journal. monthly. Wil- 
mer Atkinson Company, publisners. 
for 1904, 398.880, Printers’ Ink awar led the 
seventh Sugar Bow! to Far:n vournal with tnis 

tnscruption 
“Awarded June 26th, 1902, by 
* Printers’ Ink, ‘The Little 
:  iepeeapiar in the art of 
“* Advertising, to the Farm 
* Journai. After acanvass ug 
“of merits extending over a 
“period of nalf a year. that r.anong all 
“those publisned i the United States, has veen 

«, Pronownced | the one that best serves its purpose 
* as au an Jor the agrivultu- 
vb, ral population, and as an effectiveand economi- 
“cal medium for communicating with them 
“ through its advertising columns,” 


Philadelphia, The tress isa Gola Mark (© ©) 
Newspaper. a Koll of Honor Newspaper, and a 
Guaranteed Star Newspaper, the three most de- 
sirable characteristics for any a _— Cir- 
culation, daily average 1904, 118,242. 


Pittebarg. Lator World, wy. Ar. 1904, 22,« 
6138. Reacnes best puid class uy workmen inu. 8 





Vest gos Local News, 
me i, W.H. Hodgson, Areraye for 
1904 ipso (3). In its 34th year. 


Chale independent. Has Chester County 
AN and vicinity for its field. Devoted 
“aay to news, hense 1s a home 


paper. Chester County is second 

in the State in agricultural wealth. 

Williamaport. Gr America’s Greatest 

Weeirlu. Av. first 3 —— ‘1905 285.756. Smith 
& Thompson, keps., New Yori and cg 

York. Dispatch, daily. Tor 1904, 
8.974. Enters two-thiras oft Yorke nes, 


RHODE {SLAND. 
Newport, Daily News. A clean, enterprising 
newspaper, well covering its jield in So. Rhode 
Island. 
Pawtueket. Evening Times. Average for 
six months ending June 30th, 1905, 16,818. 


Providence. Daily Journal, 17.290 (@©). 
Sunday,20, 486 (©). Evening Bulletin 87, 886 
averaye 194. Providence Journai Co.. pubs 


Weaterly, fun. Geo. H. Utter, pub. Average 
‘904, 4.480. Ouly duily im So. Rhode Island. 


SOUTH CAROLINA. 
Oharieston, “Lvening Post. "ere dy. aver- 
for jirst eight mouths 195, 4.265. 
Columbian, State, Actual average for 1904, 
ily 8.164 a, ‘90? per issue; semi-weekly 
2.251. Sunday 9.417 (O©). Act. aver. for jirst 
7 months of 1905. daily 9,081; Sunday 10.594, 
&@™ The absolute correctness of the latest 
circulation rating accorded 
the Columbia State is guar- 
anteed by the publishers of 
the American Newspaper Di- 
rectory, who will pay one 
hundred dollars to the first 
person who successfully controverts its 
accuracy. 
SOUTH DAKOTA. 
Aberdeen. Dakota Farmer, s.-mo. Circulation 
year ending October, 195, 86,525. Rate 2vc. 


TENNESSEE. 


Knoxville Journal and Trib- 
une. Daily average year ending 
Jan. 31, 1905, 15.060 (3). Weekly 


aly 
YEED 


Aerarm ey arerage 1904, 14.51%. 
AN One of only three papers in 
TEED the South, and ouly pauper in 


Tennessee awarded the Guarantee 
Star. The leader in news, circula- 
tion, influence and advertising patronage. 


Chattanooga. Crabtree’s Weekly Press. Aver- 
age April aud May, 88.082, 

Chattanooga, Weekly Ne News, Cir. proven by 
P.-O. receipts, 60,000, Best ¢ est ad medium in South, 


Knoxville. Sentinel. Av. "0. Av.’04,11,482. Led near- 
est cumpet:tor 11,000 in advert’ng. ‘04, 6 days v8.7. 
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Memphia. Commercial Appeal, cally. § Sunday, 
weekly. A ist 6 mos, 1905, ak Ss.751. 
Sunday, 55.247. weenly, »498. Smith & 
Thompson, Representatives N. ¥. «& Chicago. 


Nashville. Banner, daily. Aver. for year 1908 
18.772; for 194, 20,708. Average March, 
April, May, 81,337. 


TEXAS. 
Denton. Record and Chronicle. Daily ar- 
1904,316. Weekly av., 2,778. The daily and 


weekly reach nearly 80 per cent of the tax paytng 
families of Denton county. 


E] Paso. Herald. Av.’04. 4,211 ; May.’05,5.015. 
Merchants’canvass showed Herala in 30% of El Paso 
homes. Only El Paso paper eligible to Roll of 
Houwor, J.P. Smart, 150 Nassau St.. N. Y. 


Houston. Post. Most wants, most display. best 
results. No experiment in Houston Post ads, 


San page Standard, weekly Average for 


1904, 2,909, 
VERMONT. 


Barre. Times, daily. F. RF. Langley. Aver. 1904 
8.161;for six mouths, 1905, 8,868. 

Burlington, Daily News, evening. Actual 
daily average 1904, 6,018 ; last 6 mos., 6,625; 
last 3 mos., 7,024; last month, 7» 847. 


Burlington, Free Press. Daily av. ’03, 5.566. 
04,6.682. Largest city and State circulation. 
Examined by Assoc’n vf American Advertisers. 


Montpelier. Argus, d’y. 1904 average, 2.068. 


Argus and Patriot, w’y ; 1904 average, 5,256. 
Rutland. Herald. Arerage 1904, cass. Av- 
erage 3 months ending June 1, 1905,4,18 


St. Albana, Messenger, daily. Actual average 
Jor 1904, 8,166. 


VIRGINIA. 


Norfolk. Dispatch, 1904, 9.400; 1905, June 
11.542. July, 11,944, August, 18,071. 
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Richmond, News Leader, afternoons Actuai 
daily average 1904, 28.575 (see American News- 
paper Directory). It has wo equal im pulling 
power between Washington and Atlanta, 


Norfolk. Landmark (©©). Leading home 
paper. Circ. genuine. No pads. Van Deren, Sp’l. 


Riehm ond, Times-Dispatch 
~~ Z 
Actual daily aperans year end- 


ov A ae ing December. 1904, 2 72. High 
price circulation with no waste 
re to or duplication. In ninety per cent 


of Richmond homes. The State 
paper. 


WASHINGTON. 


olympia. Recorder. Daily av. 1904, 2.2893 
weekly, 1,465, Only paper with tele. reports. 


Taeoma. Ledger. Dy. av. 1904, 14,864; Sy., 
18.475: wy., 9.524. Aver. 6 mos.,ending June 
30, 1905, Daily, 15,189, Sunday, 19,771. 


Tacoma. News. Daily average 5 months end- 
ing May 31,16,82%. Suturday issue, 17,495. 
WEST VIRGINIA. 


Parkersburg. Sentinel, daily, R. E. Hornor, 
pub. Average Jor 1904, 2,820. 


Wheeling. News. Daily paid cire., 11.517 (sf). 
ae id circ., 11,9338 (sf). For 42months up 
to Api 1905 Guarantees a paid circulation 
equal to any other two Wheeling papers combined, 


WISCONSIN. 


Milwaukee. Evening Wisconsin, d’y. Av./904, 
26.201; Sept. 1905, 26.450 (OO). 


Milwaukee. Journal, a. Journal Co., pub. 
Yr. end. Sept., 195, 39,881, Sept., 1905 42,598. 


Oshkosh, Northwestern. daily. Average for 





1904, Z,281. First eight months 1905, 7,608. 
tie a 











Milwaukee Bank, and 
Trust Companies. 
The Journat sells and 





The Milwaukee Journal 


declines wildcat mining propositions and fake 
Financial announcements. 

During the present year the JoURNAL has made 
its greatest gain with Bank advertising, Bond 
advertising and Financial announcements. 
JOURNAL carries the announcements of every 


paid circulation, daily. 
its advertisers 40,000 circue- 
lation, a practical discount of 25 per cent. 


Stephen B. Smith, 30 Tribune Bldg., New York City. 
C. D. Bertolet, 705 Boyce Bldg., Chicago, Ill. 


The 
the leading Bond and 


guarantees 30,000 
It is giving 
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All the Banks in Milwaukee 


Advertise in 
The Evening Wisconsin 


Citizens’ Trust Co. 

First National Bank. 
Fidelity Trust Co. 
Germania National Bank. 
German-American Bank. 
Marshall & Isley Bank. 
Marine National Bank. 
Milwaukee National Bank, 
Milwaukee Trust Co. 
National Exchange Bank. 
Second Ward Bank. 

West Side Bank. 
Wisconsin National Bank. 
Wisconsin Trust Co, 


All the Above Banks and Bankers 
Advertise in 


The Evening Wisconsin 








CHAS. H. EDDY, Foreign Advertising Representative, 


10 Spruce Street, 445 Marquette Building, 
NEW YORK. CHICAGO. 
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(em ay 1" WISCONSIN 
ucawet Agricorrorist 


Racine. Wis. Estab. 1877. The 
only Wisconsin paper whose circu- 
lation is guaranteed by the Ameri- 
can Newspaper Directory. Actual 
ay average for 1904, 82,254 ; 
. 1905, 
Y. Office, Temple 
Court. W.C. Richardson, Mgr. 


WYOMING. 
Cheyenne, Tribune. Actual a“ average uet 
for jirst six months of 1905, 4,38) 


BRITISH COLUMBIA. 
ig Province. daily. Arerage for 
1904, 7,4 Se 1935, S562. H. DeClerque. 
U. 8. Ran. Chicayo and New York. 
Vietorla, Colonist, daily. Colonist P. & r. 
Co, Aver. for 193, 8.695 ; for 1904, 4,856 (3). 


MANITOBA. CAN. 
Winnipeg, Free Press, daily and weekly. Av- 
erage for 14. daily, 25.698: weeniy, 15,801. 
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NOVA SCOTIA, CAN. 


Malifax, Herald (© @) and a Mail, 
Circulation, 194, 15,688. Flat rate 





Truro, News; daily, 8 pages; weekly, gated 
Weekly, 1904, average, 6,019; now, 6,500. 


ONTARIO, CAN. 


Toronto. Canadian Implement and Vehicle 
Trade, monthly Average for 1W4, 6,000. 


Toronto, The News. Sworn average daily cir- - 
culation for June, 1905, 39.496. Advertising 
rate 3e. Jan run of’ paper. The largest cir- 
culation of any evening paper published in On- 
tario. 

Toronto, Ev. Telegram. D’y. av. 1904,81. 884, 
Aug.,’05,88,808. Perry Lukens, Jr., N.Y. Repr. 


Toronto. Star, 4 Daily average first 


nine months 195, 88,087. 
QUEBEC, CAN. 


Montreai. Herald, daily. Est. 1808. 


aver. daily 1904, 23,850 , weekly, 18,886. 


Montreuil. La Presse. La Presse Pub. Co., 


Actual 








Daily, September, 1905, 81,226. Lta., a. Actual average 1904. daily, 

Winnipeg, Telegram. daily 8 and wate. Dy. $0,359; Av. » 705, 95.8236. Sat. 118.502, 
av. 9 mos. ending Sept., 05,18 Sept., Montreal. ny dy.&wy. Graham&Co. Av, 
05,19,482. Saturday issue poh 21 000. for 03, dy. 55.127. wy. 122.269, Av. for 1904, 


NEW BRUNSWICK, CAN, 
St. John. Star. Actual daily — Sor 
October, November, December. 1904, 6,09 





dy. 56, 795, wy. 125.240, 


Sherbrooke. Daily Record. Guaranteed av., 
1904, 4,917; August, 1905, 6.688.. 








date; 


usual importance. 





The Roll of Honor is considered by 
those publishers who make regular use of 
it the most effective, cheapest and quickest 
means of setting circulation figures ¢o date 
before the American advertisers. 
Roll of Honor is a newspaper directory to 
it chronicles the facts of last month, 
last week—of yesterday. 

There is no service like it to be had 
anywhere—based upon and backed by the 
rules and requirements of Rowell’s Amer- 
ican Newspaper Directory, its value to 
publisher and advertiser becomes of un- 


The 
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(o ©) GOLD MARK PAPERS@©) 





Out of a grand total of 23,146 publications listed in the 1905 issue of Rowell’s American Newspa~ 
per Directory, one hundred and twelve are ee from all the others by the so-called gold 


marks (@©). 





Apnouncements under this classification, fro 


blicati having the gold marks in the 


rectory, cost 20 cents per line per week, two lines (the smallest advertisement accepted) cost 
$20.80 Lor a full year, 10 per cent discount, or $18.72 per year spot cash, if paid wholly in advance. 





WASHIN GTON, D.C. 


ELECTRICAL WORLD AND ENGINEER (© ©) 
1874; covers foreign and domestic 





THE EVENING STAR (@0), Washington, D.C. 
Reaches 90% of the Washington oe 


GEORGIA. 


ATLANTA CONSTITUTION. Aug., 1905, Daily 
40,728 (OO), Sunday 50.102, Wrhiy 10%, 925. 


THE MORNING NEWS (© ©), Savannah, Ga. 
A good newspaper in every sense; with a well-to- 
do-chentele, with many wants and ample means 
Oniy morning daily within one hundred mules. 


ILLINOIS, 


GRAIN DEALERS JOURNAL (QO). Chicago. 
Largest circulation; best in f best in point of quality. 


BAKERS’ aren ©), Chicago, only “Gold 
Mark” baking journal. Oldest, largest. best 
known. Subscribers in every State Yand Te: ritory. 

TRIBUNE (© ©). Only eee in Se ye re- 
ceiving this mark. because TRIBUNE ads 
satisfactory results. 


KENTUCKY. 
LOUISVILLE COURIER-JOURNAL (© ©). 
Best paper in city ; read by best people. 


MASSACHUSETTS. 

BOOT AND SHOE KECORDER, Boston [(O} ©), 
greatest trade paper; circuiation universal 

BOSTON PILOT (© ©), every Saturday. Koman 
Catholic. Patrick M. Donahoe, manager. 

BOSTON EVENING TRANSCRIPT (©O), estab- 
lished 1830. The only gold mark daiiy in Boston, 

WORCESTER L’OPINION sum Jg0r = ©) is 
the Icading French daily of New Engian 

TEXTILE be il RECORD (©60), Boston, is 


the “bible” of the textile jodustry. Send for 
booklet, “The Textile Mill Trade.” 


MINNESOTA, 


qHORTHWESTERN MILLER 


) Minneapolis, Minn; $3 per year. Covers 
milling and flour trade all over the — The 
mi “Gold Mark” milling journal ( 
NEW YORK. 
BROOKLYN EAGLE (@©) is THE advertising 
medium of Brooklyn. 


THE POST EXPRESS (©©). Rochester, N.Y. 


electrical purchasers: largest weekly circulation, 


CENTURY MAGAZINE (© ©). There area few 
people in every community who know more 
than all the others. Taese people read the 
CENTURY MAGAZINE. 


NEW YORK as oe ©). daily and Sun- 
day. Established A conservative, clean 
and up-to-date po, whose readers repre- 
sent inteilect and purchasing power toa high- 
grade advertiser. 


THE NEW YORK TIMES (© ©). daily, bears 
“All the news that’s fit to print” into over 100,000 
homes within 25 miles of Times Square ; rigidly 
censors advertising ; quantity of quality. 


FOREST AND STRKAM (@©). weekly. Signi- 
ficant facts: (1) FOREST AND STREAM advertisers 
are of the stay-in class. (2) FOREST AND STREAM 
advertisers enlarge their ads. The increased 
space used by long-time clients tells the story. 


ONTO. 
CINCINNATI ENQUIRER (©9. Great—influ- 
ential—of world-wide fame. Best advertising 


meaium in prosperous Middle West. Rates ana 
information supplied bv Beckwith, N.Y.-Chicago. 


PENNSYLVANIA. 
“THE PHIt.ADELPHIA ro 8” is a Gold Mark 
9) Newspaper, a Roll ot Honor Newspaper, 
a Guaranteed Star Newspaper, the three 
most ‘desirable characteristics for any News- 
paper. Circulation, daily average 1904, 113,242. 


THE PUBLIC LEDGER (©©)—Inde endence 
Halland Public Ledger are Philadelphia's land- 
marks; only paper ailowed in thousands of Phila- 
delphia homes. Circu'ation now larger than in 
70 years. 52,540 more advertisements april, May, 
June and July than same period 1904. 


THE PITTSBURG 
©® DISPATCH ‘oo 


The newspaper that judicious advertisers 
always select first to cover the rich. pro- 
ductive. Pittsburg fleid. (nly two-cent 
morning paper assuring a prestige most 
profitable to advertisers. rgest home 
delivered circwation in Greater Pittsburg. 














Best advertising medium im this section. 


ARMY AND NAVY JOURNAL (©©). First in 
its class in circulation. influ influence and prestige. 


VOGUE (©). the authority on fashions. Ry 
cents a copy; $4a year. 11-13-15 k. 24th St., N. Y. 


TH. IRON AGE (QO), established 1855. The 
recognized authority in its representative fields. 


ENGINEERING Pani (O©).—Most eee 
and ably edited. —Times. Chattanooga, Ten 
. News prints more ‘transient ads than all 
other technical papers; 144 & 3c. a word. 7ry it. 


HARDWARE DEALERS’ MAGAZINE, 
In 1904, average issue, 17,500 (OO). 
D. ‘t. MALLETT. Pub., 263 ub.. 263 Broaaway, N. ¥. 


NEW YORK HERALD (@@). Whoever men- 


tions America’s leading newspapers mentions 
the New York HERALD first. 








SOUTH CAROLINA. 


THE STATE (90), Columbia, 8. C. Highest 
quality, la: gest circulation in south Carolina. 


VIRGINIA. 


THE NORFOLK LANDMARK (©©) is the 
home paper of No: folk, Va. That speaks volumes. 


WISCONSIN, 

THE MILWAUKEE EVENING WISCONSIN 
(OO), the only gold mark daily in Wisconsin, 
Less than one thousand of its readers take an,’ 
other Milwaukee afternoon newspaper. 


CANADA, 


THE HALIFAX HERALD a ng EVEN- 
ING MalL. Circulation 15. "08, fat ra rate. 
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THE WANT-AD MEDIUMS 


A Large Volume of Want Business is a Popular Vote for the 
Newspaper in Which It Appears. 








Advertisements under this heading, from papers of the requisite grade and class, cost twenty 
cents per line per week. Under a YEARLY contract, two lines (the smailest advertisement accept- 
ed) cost $20.80 for a full year, ten per cent discount, or $18.72 spot cash, if paid wholly in advance. 





ARKANSAS, 


N Arkansas the Little Kock GAzETTE is dean of 
the Want ad field. 


CALIFORNIA, 


TP. HE OAKLAND TrIBUNE—Ten to seventeen clas- 
sified columns prove its worth. 


COLORADO. 
f—EHE Denver Post. Sunday edition. Oct. 22, 
1905, contained 5,985 different classified ads 
a total of 116 3-\0columns. ‘the Post is the big 
Want medium of the Rocky Mountain region. 
The rate for Want advertising in the PosT is 5c. 
per line each insertion. seven words to the line. 
CONNECTICUT. 
ERIDEN, Conn., RECORD covers fleld of 50.000 
population ; working people are skilled 
mechanics. Classified rate, cent a word a day. 
five cents a word a week. “Agents Wanted,” 
etc.. half cent a word a day. 





DISTRICT OF COLUMBIA. 
HE EVENING and SunpDay STAR, Washington, 
D. C. (© ©), carries DOUBLE the number of 
WANT ADS of any other paper. Rate lc. a word. 


ILLINOIS. 
OLINE EVENING Mati readers are among 
25,000 ey earning weekly wages of 
$100,000. Half-cent a word. 
EORIA (IlL.) JOURNAL reaches over 13.000 of 
the prosperous people of Central Illinois. 
Rate, one cent per word each issue. 


5 tee Champaign News carries more classified 

ads than any other paper in !llinois out- 
side of Chicago. Asa result-producer the NEws 
has no equal at the price, especially on farm and 
land ads. If you have a good proposition, try it. 


HE CHICAGO DAILY NEWS is the city’s 
“‘want-ad” directory and one of the great- 
est “want-ad” mediums of the country. It has 
no Sunday issue, but is published every evening 
except Sundays and holidays. During the year 
1904 the paper was issued 310 days; during that 
time it published 11.095 col sof cl i ad- 
vertising, consisting of 628.538 individual adver- 
tisements; of this number. 201.666 were transmit- 
ted tu the Dairy News office by telephone. 
Bleven telephones are used exclusively for the 
reception of such ads from nearly 600 drug store 
agencies and from thousands of individual cus- 
tomers throughout Chicago and its adjoining 
territory. These advertisements are, for the 
convenience of the readers, carefully classified 
under 199 different classification headi No 
free “want-ads” are published. The DaILy NEws 
rigidly excludes all objectionable advertising. 
The vaive of the classified columns of the DAILY 
News to the advertisers is shown by the very 
rapid growth of this kind of advertising in the 
paper. During the year 1903 it increased 133 col- 
umns over 1902, notwithstanding an increase in 
advertising rate; in 1904 it increases 314 columns 
over 1903, or an average of a column a day. 
“Nearly everybody who reads the English lan- 
age in, around or about Chicago reads the 
Alu¥Y NEWS,” says the Post-office Review. 











INDIANA. 
S lige Terre Haute STR carries more Want ads 
than any other Terre Haute paper. Rate, 
onecent per word. 


‘ee Indianapolis News during the year 1904 
printed 125.207 more classified advertise- 
ments than all other dailies of indianapolis 
combined. printing a total of 273.730 separate 
paid Want ads during that time. 


PH Star Le ie, d of Indi li 

STAR. Muncie STAR and Terre Haute STAR; 
genera! offices. Indianapolis. Rate in each, one 
=e word; combined rate, two cents per 
word. 








HE Indianapoiis STAR is the Want ad medium 
of Inaianapolis. It printed during the 
year of 1904 591.313 lines of Wantads. During 
the month of December the STAR printed 17,330 
lines of classified financial advertising. This is 
4.275 lines more than published by any other In- 
dianapolis newspaper for the same period. The 
News in December. 1904. printed 13.060 lines; the 
Sentinel 4,516 lines. and the Sun 2.630 lines. The 
indianapolis STAR accepts no classified advertis- 
ing free. The rate is one cent per word. 


HE MARIon LEADER is recognized as the best 
result getter for waut ads, 


lees Muncie STAR is the recognized Want ad 
medium of Muncie. It prints four times as 
much classified advertising daily as all other 
Muncie dailies combined. 
IOWA. 
‘THE Des Moines REGISTER AND LEADER: a 
” a 





Tmorning paper; carries more “want 
vertising than any other Iowa newspaper. One 
cent a word. 


[HE Des Moines CAPITAL guarantees the Jarg- 

est circulation in the city of Des Moines of 
any daily newspaper. It is the want ad medium 
of lowa, Rate, one cent a word. By the month, 
#1 perline. It is published six evenings a week. 
Saturday the big day. 


MAINE. 


‘THE EVENING Express carries more Want ads 
than all other Portiand dailies combined. 


MARYLAND. 
Sie ~ Baltimore News carries more Want Ads 
than any other Baitimore daily. It is the 
recognized Want Ad medium o1 Baltimore. 


MASSACHUSETTS. 
» CENTS for 30 words, 5 days. DatLy ENTER- 
2 PRISE, Brockton, Mass., carries soliu page 
Want ads. Circulation exceeds 10,000. 


‘THE Boston EVENING TRANSCRIPT is the lead- 

irg educational medium in New England- 
It prints more advertisements of schools and in. 
structors than all other Boston dailies combined. 


OSTON GLOBE, daily and Sunday, first six 
months of 1905. printed a total of 217.465 
classified ads. and there were no trades, deals or 
discounts. This was a gainof 3,959‘ want” ads 
over the same period of 1904, and was 71.145 more 
than any other Boston paper carried during the 





firstsix months of 1905 


MICHIGAN. 
AGINAW CouURIER-HERALD (daily), only Sun- 
day paper; result getter; circulation in ex- 
cess of 13,500; 1c. word; Ke. subsequent. 
MINNESOTA. 
7 HE MINNEAPOLIS TRIBUNE is the recognized 
Want ad medium of Minneapolis and has 
been for many years. It is the oldest Minne- 
apolis daily and has _ 100,000 subscribers, 
which is 30,000 odd 2ach day over and avove any 
other Minneapolis daily. , Its evening edition 
alone has a larger cir t in Mi lis. by 
many thousands, than any other evening paper. 
It publishes over 80 columns of Want advertise- 
ments every week at full price (average of two 
pages a day). no free ads; price covers both 
morning an? evening issues. No other Min- 
neapolis daily carries anywhere near the num- 
ber of paid Wanted advertisements or the 
amount in volume. 





: 
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HE ST. PAUL DISPATCH IS ALL YOU NEED 
in St Paul for Want Ads. It carries more 
advertising than all other St. Paul mediums 
combined. The sworn average daily circulation 
of the St. Paul DispatcH fur August, 1905, was 
61.932. It is the only newspaper of its circula- 
tion in St. Paui or Minneapolis that charges full 
rates for all classifications of want ads. The Au- 
gust want aavertising shows an average daily 
increase of 798 lines over same month in 1904. 
Seven telephone trunk lines assist in receiving 
this classitied business. 
‘(AE Minneapolis JOURNAL carried over 49 
r cent more Want ads during August, 
1905, than any other Minneapolis daily. No free 
Wants and no objectionable Wants. Circulation, 
1903, 57,039; 1904. 64.333, first 9 months 1905, 67,605; 
September, 68,043. 
MISSOURI, 
Ts Joplin GLoBe carries more Want ade 
thar all other papers in Southwest Missouri 
combined, because it gives results. 
word. Minimum, lic. 


MONTANA. 
f[.HE Anaconda STANDARD is Montana’s great 
“Want Ad” medium; ic.a word. Average 
circulation (1904), 11.359 ; Sunday, 13,756. 


NEBRASKA. 
INCOLN JouRNAL AND NEWS. combined cir- 
culation over 27,000. Cent a word. 


7 Lincoin DAILY STAR, the best ‘Want Ad” 
. medium at Nebraska’s capital. Guaranteed 
circuiation exceeds 16,000 daily. Kates, 1 cent 
r word. Sunday Want ads receive extra in- 
gertion in Saturaay afternoon edition if copy is 
received in time. DaILy STAR. Lincoln. Neb. 


Une centa 


NEW JERSEY. 
LIZABETH Datty JourNaL—Leading Home 
paper: i0to 24 pages. Only “Want” Med- 
ium, Cent-a-word. Largest circulation. 
EWARK, N. J, Freie ZEITUNG (Daily and 
Sunday) reaches bulk of city’s 100,000 Ger- 
mans, One cent per word ; 8 cents per month, 








NEW YORK. 
HE EAGLE has no rivals in Brookiyn’s 
classified business ‘ 
‘\HE Post-ExPREss is the best afternoon Want 
ad-meuium in Kochester. 








LBANY EvrnInG JOURNAL. Fastern N. Y.’s 


best paper for Wants and classified ads. 


AILY ARGUS. Mount Vernon, N.Y. Great- 
est Want ad medium in W estcbester County. 


UFFALO NEWS with over 95,000 circulation, 

isthe only Want Medium in Buffalo ana the 

strongest Want Medium in the State, outside of 
New York City. 


erred INK, published weekly. The rec- 

ognized and leading Wantad medium for 
want ad mediums, mail order articles, aavertis- 
ing novelties, printing. typewritten circulars. 
rubber stamps, office devices. adwriting, half. 
tone making, and practivally anything which 
interests and appeals to advertisers and busi- 
ness men. Classified advertisements. 20 cents 
a line per issue flat : six words toa line, Sample 
copies. ten cents. 


HE Trmes-Un10n. of Albany, New York. Bet- 

ter medium for wants and other classified 

matter than any other paper in Albany, ana 

poe pape a circulation greater than all other 
ly papers in that city. 


NORTH DAKOTA. 
RAND FORKS HERALD. Circ. Sept. ’05, 6,515. 
W Examination by A. A. A,, June 05, Biggest 
Daily inN.D. La Coste & Maxwell, N. Y. Rep’s. 





OHIO, 


OUNGSTOWN VinpicaTor—Leading “Want” 
medium, 1c. per word. Largest circulation 


i oe MANSFIELD NEws publishes daily more 
Want ads than any other 20.000 population 

newspaper; 29 words or less 3 consecutive times 

or less, 25c.; one cent per each additional word. 
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OKLATIOMA. 
i OKLAHOMAN. Okla. City, 11,168. Publishes 
.nore Wants than avy four Okla.competitors, 
PENNSYLVANIA. 
‘(HE Chester, Pa., TIMES carries from two to 
five times more ciassifled ads than any 
other paper. 


WHY DON’T YOU PUT IT IN 
TAK PHILADELPHIA BULLETIN?! 
Want Ads. in THE BULLETIN bring 
prompt returns, because “in Phila- 
delphia near! everybody reads 


HE BULLETIN. 
Net paid ane sarees circulation for 
e ; 


p 3 
207,926 copies per day. 
(See Roll of Honor column.) 


THE RECORDS SHOW 
IN PHILADELPHIA 


That the GERMAN DAILY GAZETTE 
carries more foreign or general adver- 
tising than any other German daily in 
this country. 


Sworn circulation, 49,083. 
There’s a reason, 





SOUTH CAROLINA, 
'\HE Columbia StaTr (O©) carries more Want 
ads than any others. ©. newspaper. 


VERMONT. 
‘PHE Burlington DaiLy News is the nopular 
paper and the \\Vant medium of the city. 
Reaches twice as many people as any other and 
carries more Want ads. Absolutely necessary to 
any advertiser in Burlington territory. 


VIRGINIA, 

r[\ HE News LEADER, published every afternoon 

except Sunday, Richmond. Va. Largest 
circulation by long odds (28,575 aver. 1 year) and 
the recognized want advertisement medium in 
Virginia. Classified advts., one cent a word per 
insertion. cash in advance; no advertisement 
counted as less than 25 words; no display. 


CANADA. 
NJ\HE Halifax HERALD (©©) and the Mair—Nova 
Scotia's recognized Want ad mediums. 
A PRESSE, Montreal. Largest daily circula- 
A4 tion in Cansaa without exception. (Daily 
95.825. Saturdays 113.892—sworn to.) Carries more 
wantaasthan any French newspaper in the world 


NHE DAILY TELKGRAPH, St. John, N. B., is the 
want ad medium of the maritime provinces. 
Largest circulation and most up to date paper of 
Eastern Canada, Want ads one cent a word 
Minimum charge 25 cents. i 


Ne ~ Montreal DAILY STAR carries more Want 
advertisements than atl other Montreal 
dailies combinea. The FaMILy HERALD AND 
WEEELY STAR Carries more Want advertisements 
than any oiher weekly paper in Canada. 
HE Winnipeg Free PRESS carries 
7 “Want” Sdvertioomentes than any other 
daily paper in Canada and more advertisements 
of this nature than are contained inal) the other 
daily papers published in the Canadian North- 
= COURIC —— the FREE PREss car- 
es a larger volume o eneral adivertisin 
than any other daily paper in the Dominion. ” 


BRITISH COLUMBIA, 
VICTORIA COLONIST. Oldest establi 

paper (1857). Covers entire Province. aa 

= Want Ad medi he Canadian Pacifi 
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The One 


Or Why Executive Officers of Bailks 
Read ‘ Prinjers 


——_ 


Fe 
No good book on the subject of bank advertising is in existence. 

None of the banking, financial or commercial journals have a regular 
department of bank advertising. There is no authority to whom a 
bank or trust company officer can go for information about bank 
advertising. Of all the advertising journals, PRINTERS INK is the 
only one that regularly treats this subject, giving methods, principles, 
news, innovations, specimen advertisements and working knowledge, 
No book about financial advertising, even presuming it were a good 
book, could long be followed by a financial institution in planning its 
publicity, for methods in this field are changing more rapidly than in 
any other branch of advertising. Three years ago the banks were using 
“ Poor Richard” proverbs and thrift maxims to advertise savings, and 
thought them extremely radical. To-day they are talking anti-specula- 
tion to their depositors through the public press, Three years ago all 
the bank ads, no matter how forceful, looked as though they might 
be used by any bank or trust company, so bound up were they in gene- 
ralities. To-day each bank is striving after individual arguments, and 
is trying to tell its public something that will not appear trite and 
obvious, According to the progress that has been made in financial 
publicity in three years, this field of advertising will be one of the most 
highly developed five years from now. Bankers are getting results that 
seem wonderful even to the concocter of soap pills, whose business is 
said to be all advertising. Few soap-pill men have multiplied their ; 
transactions by ten in eighteen months, like the Commercial and Farm- , 
ers’ National Bank of Baltimore. Few legitimate business houses of | 
any kind, pursuing ever so liberal an advertising policy, would dream of 
such a return on advertising space. Bank advertising pays. It pays 
big. The bigger it pays, the better it is going to be done. There is 
an incentive in this field to improve the advertising, to make it more 
effective, to make it fit the needs of more and more people. Bank 
advertising is alive all over, Yet to get news of this progress, the 
banker must come to PRINTERS’ INK. No other publication of any 


CHARLES J. ZINGG, Editor and Manager, 
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Authority, 


Baiks and Trust Companies Should 
-rinjers’ Ink.” 


— \ 
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kind keeps financial advertising to the front in its pages so constantly, 
or deals with it so sanely and instructively. 


* * * 


PRINTERS’ INK should be read regularly by every executive 
officer of a bank, or trust company, or investment house, whether it has 
a savings department to advertise, a deposit vault, a loan or commer- 
cial business, or bonds or mortgages. It should be read by every clerk 
in a financial institution who means to advance in his calling. It 
should be read by every newspaper and magazine publisher who hopes, 
through the sale of his advertising space, to do banks and trust compa- 
nies real good, and by every solicitor who aims to go before men of 
finance with a well-digested plan of advertising. In many departments 
of business it is now possible to get cut-and dried plans for advertising, 
office. systems, etc. PRINTEFS’ INK has never paid much attention to 
cut-and-dried plans, Its editorial staff does not value the system that 
can be adopted bodily, without adaption or changes. Its articles on 
financial advertising, as all other lines of publicity, are helpful, because 
they deal with principles, and instead of showing just how a thing may 
be done automatically, suggest how it may perhaps be done better. The 
cut-and-dried man looking for ready-made systems will seldom find 
them in PRINTERS’ INK But the thinking bank officer and subordi- 
nate who can read between the lines and adapt, will not care to be 
without the “ Little Schoolmaster in the Art of Advertising.” And 
because PRINTERS’ INK in the past three years has been the one source 
of intelligent, timely and accurate information on financial publicity, 
few financial men in the United States who are interested in this sub- 
ject are missing from its mailing list. 


* * * 


The subscription price of PRINTERS’ INK is now $2 a year, $1 for 
six months, payable in advance, Address, with check, 


10 Spruce Street; New York City. 
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PRINTERS’ INK. 


AJOURNAL FOR ADVERTISERS, 


THE PRINTERS’ INK PUBLISHING 
COMPANY, Pubiisners. 


weer 

t Issued every Wednesday. Subscription 
price. two dollars a year. one dollar for six 
months. inadvance. On receipt of five dollars 
four paid subscriptions, sent in at one ume. will 
be put down for one year eacn and a larger num- 
ber at the same rate. Five cenis acopy. Three 
dollars a hundred. Being printed from stereo- 
type plates it is always possible to supply back 
numbers, if wanted in lots of 500 or more. but in 
all such cases the charge will be five doliarsa 
hundred, 


wn 
ADVERTISING RATES. 

Advertisements 20 cents a line, pearl measure, 
15 lines to the inch ($3); 200 lines to the page ($40). 

Yor specitied position s2lected by the aJver- 
tisers. it granted, douvle price is demanded. 

On time contracts the last copy is repeated 
when new copy fails to come tohand one week 
in aavance of aay of publication. 

Jontracts by the month, quarter or year may 
be discontinue at the pleasure of the advertiser, 
and space used paid for rata. 

Two lines smallest advertis ment taken, Six 
words make a line. , 

ee appearing as reading matter is in- 


serted free. 

All advertisements must be handed in one 
week in advance. 

Ad vertisers to the amount of $10 are entitled 
to a free subscription for one year, ff demanded 

enn 
CuarLeEs J. ZINGG, 
Editor and Manager. 
OFFICES: NO. 10 SPRUCE ST. 

London Agent, F.W. Sears.50-52 Ludgate Hill,.EC 


NEW YORK, NOV. 1, 1005. _ 














PRINTERS’ INK is absolutely 
an independent journal, con- 
nected in no way whatever with 
any advertising agency, seiling 
its advertising space only for 
cash, and standing entirely upon 
its merits as a news medium 
for advertisers and an educative 
force in the advertising field. 





A. J. Metster, for five years ad- 
vertising manager of the Siegel- 
Cooper store, New York, has re- 
signed that position. B. F. Zoll- 
inger, formerly with Ehrich Bros., 
succeeds him. 





BOOTH ACTIVE. 


Ralph H. Booth, owner of the 
Grand Rapids, Mich., Herald, re- 
cently purchased the Daily News 
and Industrial News, of Jackson, 
Mich., and they have been con- 
solidated with the Patriot, of the 
same city. He has also acquired 
the Jackson Citizen and Press, 
afternoon papers, and will con- 
solidate them, 


Mrs. KNicKker—Did you -see 
Vanderlip’s speech on finance? 

Mrs. Bocker—Yes, it sounds 
exactly like Henry when I ask for 
a new dress—New York Sun. 





Every publisher who aids or 
abets the putting out of a decep- 
tive advertiserient impairs not 
only the value of advertising in 
general but the value of advertis- 
ing in his own publication in par- 
ticular—Louis Wiley. 


AT its first meeting after the 
summer holidays the Sphinx Club 
of London, England, met and 
unanimously re-elected all its 
officers and committee-men. ; 
Morgan Richards is president of 
the club. 


AccorDING to the Advertising 
World, of London, Paul E. Der- 
rick, the well-known advertising 
agent, formerly of New York and 
now at the head of an agency 
there, has recently recovered from 
an attack of pneumonia. 


ONE-SIxTH of the total individ- 
ual deposits in national banks in 
the United States, including Ha- 
waii and Porto Rico, are in New 
York City. More than one-fifth 
of the total deposits and amounts 
due to banks and trust companies 
combined are in the metropolis. 


A LABOR UNION BANK 
PROJECTED. 


It is said that a charter has been 
obtained for a-labor union bank 
to be established in Chicago. 
Shares are to be put at $5 so that 
working men may acquire the 
stock, and deposits of labor union 
funds as well as workingmen’s 
wages are to form the basis for do- 
ing business. But as workingmen 
are to be the officers and directors, 
observes the San _ Francisco 
Chronicle, there will be an ele- 
ment of stability lacking in banks 
whose directorate is made up of 
men of means, who are responsible 
financially. Then, too, in times of 
labor disturbances, when funds are 
rapidly drawn out for maintain- 
ing strikes, the bank might speed- 
ily become insolvent, 
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Tue fiftieth anniversary of the 
Davenport, Ia., Democrat was cel- 
ebrated on Sunday, October 22nd, 
by the publication of a special edi- 
tion of the paper. One manage- 
ment has been in control during 
the entire fifty years. 





THe Lawrence, Mass., Ameri- 
can, established weekly in 1855, 
has just celebrated its fiftieth an- 
niversary. The daily edition 
dates from 1846. They are the 
oldest papers in that city, and 
have been among the most pro- 
gressive in Eastern Massachusetts. 





Witurg had a savings bank; 
’T was made of painted tin. 

He passed it ’round among the boys, 
Who put their pennies in, 


Then Willie wrecked that bank and bought 
Sweetmeats and chewing gum, 

And to the other envious lads 
He never offered some. 


‘*What will we do?” his mother said : 
“It is asad mischance.”’ 
His father said: ‘‘We’ll cultivate 
His gift for high finance.” 
— Washington Star, 


POLITICAL AVERTISING IN 
MASSACHUSETTS. 


Charles W. Bartlett, the Demo- 
cratic candidate for governor in 
Massachusetts this fall, is using 
the same tactics in ‘advertising 
that elected Governor Douglas. 
Large illustrated newspaper ads 
depict the candidate’s rise from a 
farm boy to eminence in the law. 
The New Bedford Evening Stand- 
ard finds an interesting technical 
defect in this publicity. “Wise 
newspaper men,” it says, “know 
that the effect of advertising is 
cumulative. Mr. Douglas had 
not merely the benefit of the spe- 
cial advertising that was done for 
the occasion, but the advantage of 
all that had been done for his 
business for a long series of years. 
This year the Democratic nomi- 
nees are in no such position, They 
are beginning where Governor 
Douglas began long before he 
ever thought of being governor. 
The moral is that ali ambitious 
aspirants for office should com- 
mence their advertising- in con- 
nection with their regular business 
years before they become candi- 
dates,” 








AN edition of the New Albany, 
Miss., Gazette, containing an ad- 
vertisement of a merchant offer- 
ing certain articles free, was re- 
cently excluded from the mails by 
the local postmaster for advertis- 
ing a lottery. The matter has 
been appealed to Washington, 





Ir all advertisements were hon- 
est; if no advertiser at any time 
had ever deceived any reader of 
any advertisement; no daily news- 
paper published to-day would be 
able to accommodate half the ad- 
vertising that would be offered to 
it at present-day rates, or present- 
day rates could be increased many 
fold, and the advertiser still make 
money. This is because advertis- 
ing would, in that event, be the 
surest, quickest and easiest way in 
the world for making money. It 
is because so many people do not 
believe what they read in adver- 
tisements, on account of having 
been deceived so often, that ad- 
vertising sometimes produces poor 
results.—Louis Wiley. 





THE STORY OF A PHILA- 
DELPHIA DOLLAR. 


Twenty-eight years ago a man 
in Philadelphia who had a savings 
account withdrew his balance be- 
fore moving to New York, leav- 
ing a dollar to hold his book. 
There it lay, but not sleeping— 
even in Philadelphia. Three years 
ago the owner received notice 
from the bank that, as his account 
was not active, it would better be 
closed up. He signified his will- 
ingness to have it taken off the 
books, and upon surrender of his 
pass-book received a check for 
$4.50, which represented interest 
at the rate of 350 per cent. It is 
commonly demonstrated that a 
dollar at ordinary savings-bank 
interest doubles in about twenty 
years, but in this case the account 
was nearly quadrupled in twenty- 
five years. Interest is not thought 
to be as good an advertising argu- 
ment as it might be for the sav- 
ings bank, but this instance ought 
to be worth printing in savings 
publicity. 
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THE annual report of the Brit- 
ish Postofice Savings Bank for 
last year shows that the total 
amount due depositors on Decem- 
ber 31 last was over £148,000,000. 
During the year the cash received 
from depositors was more than 
£40,000,000, and the repayments 
nearly £42,000,000. The interest 
accruing during the year was £3,- 
500,000. 


CONSOLIDATION IN JACK- 
* SON, MICHIGAN. 


Within one week the number of 
dailies in. Jackson has_ been 
changed from four to two,—one 
morning and one evening paper 
remaining. First of all the Morn- 
ing News, whieh was established 
last May, was sold to Ralph H. 
Booth of Detroit and~ John 
George, Jr., of Jackson, and re- 
sold to the Patriot Company 
which discontinued its publication 
on October 16th. The Citizen and 
the Press, the two evening papers, 
were purchased by Messrs. Booth 
and George and the papers 
merged as the Evening Citizen. 
This leaves the Patriot the only 
morning paper and the Citizen the 
sule possessor of the evening field. 








A NEW _ BUILDING 


JOURNAL. 


The American Carpenter and 
Builder, established a few months 
‘ago at 106 Fifth avenue, Chicago, 
now claims a paid subscription 
list of over 25,000 names, which 
have been secured by energetic 
promotion work. O. F. Byxbee, 
general manager of the publica- 
tion, states that no free circula- 
tion is included in the statement, 
nor even the newsstand circula- 
tion, which comprises 550 copies. 
A small booklet showing depart- 
ments of the paper in miniature 
demonstrates that it is practical 
and direct in its treatment of 
building problems. It is claimed 
for it that it is the largest journal 
of its class in the world, and that 
simply a circular letter, a prospec- 
tus and a copy of the first issue 
brought 20,000 subscriptions the 
first month. 





A DAILY newspaper is the great 
modern meeting place for all the 
people.—Louis Wiley, 





THANK GOD FOR ROOSE- 
VELT. 


The New York Sux’s account of 
Mr. Roosevelt’s speech, at Little Rock, 
contains reading matter well calcu- 
lated to benefit that magnificent re- 
gion which we think of as THE Sout, 
that has so seriously suffered from 
lack of hearing and heeding plain talk 
of the sort Governor Davis, of Ar- 
kansas, had preceded the President, 
and in his remarks used words that 
might be construed as something be- 
tween an apology for and a defense 
of lynching, The Sum report says: 


Mr. Roosevelt spoke only for a mo- 
ment or two by way of greeting to the 
people in front of him and then turn- 
ed suddenly toward the Governor, who 
started perceptibly in his chair, so un- 
expected was the President’s movement, 
“Governor,” he said, “you spoke of a 
heinous crime that is often heinously 
avenged. The worst enemy of the 
negro race is the negro criminal, and 
above all the negro criminal of that 
type; for he has committed not only 
an unspeakably heinous and infamous 
crime against the victim, but he has 
committed a heinous crime against the 
people of his own color, and every 
reputable colored man, every colored 
man who wishies to see the uplifting of 
his race, owes it as his first duty to 
himelf and to that race to hunt down 
that criminal with all his soul and 
Strength, (Great applause.) 

“Now for the side of the white man. 
To avenge one heinous crime by an- 
other heinous crime is to reduce the 
man doing it to the bestial level of the 
man who committed the bestial crime. 
(Great applause and_ cheers.) The 
horrible effects of lynch law are shown 
in the fact that three-fourthy of the 
lynchings are not for that crime at 
all, but for other crimes. And above 
all other men, Governor, you and I 
and all who are exponents and rep- 
resentatives of the law owe it to our 
people, owe it to the cause of civili- 
zation and humanity, to do everything 
in our power, officially and* unofficially, 
directly and indirectly, to free the 
United States from the menace and 
reproach of lynch law.”  (Applause.) 

Oh! that the splendid country might 
heed these wise words and determine 
to profit bythem, The virtues of the 
men of the South are manifold: their 
faults, if once acknowledged as such, 
would almost cure themselves. With 
these eliminated, the world has never 
seen such progress in prosperity as 
will sweep over that fair land. Let us 
thank God for Roosevelt, 
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“Ir I deposit my money in the 
savings bank?” asked a man re- 
cently arrived from Ireland, 
“when can I draw it out again?” 
“Sure,” replied his friend, ‘“an’ 
if you put it in this day, you can 
draw it out again to-morrow by 
giving a fortnight’s notice.”— 
Bankers’ Monthly, Chicago. 





BANK ADVERTISING IN 
CHICAGO. 


Bank advertising has increased 
wonderfully in Chicago the past 
few years, though no one bank is 
at present making an especially 
original or individual campaign. 
But all are using the newspapers 
extensively. Formerly conserva- 
tive cards were carried in the 
high-class afternoon paper, the 
Evening Post, but bankers have 
learned also to go into papers of 
large circulation. The Daily 
News, Tribune and Record-Her- 
ald now carry most of the bank 
publicity. It is said the latter pa- 
per leads by 25,000 lines a year on 
this class of advertising, 





A BOOKLET descriptive of the fa- 
cilities of the First National Bank, 
of Chicago, shows how the one 
and a half acres of floor space in 
that institution is arranged for the 
transaction of its affairs, which 
are chiefly with business houses 
and commercial depositors. The 
banking department is sub-divided 
into six divisions, each division 
handling a certain group of trade, 
for instance, division “B” has dry 
goods, millinery, woolens, cloth- 
ing, cloaks, furnishing goods, etc. 
A ladies’ department is featured 
and the fact stated that new bills 
and new bright silver is paid out 
by the ladies’ teller. Under the 
same management the National’ 
Safe Deposit ‘Company, which 
owns the big sixteen-story build- 
ing offers 20,000 safe deposit 
boxes, arranging in price of rental 
from $5 to $125 per year, and a 
storage vault for trunks, etc. The 
statement of the bank March 1, 
1905, shows capital stoek, $8,000,- 
000; surplus fund, $5,000,000; 
loans and discounts, $62,000,000, 
and deposits of $98,000,000. 


In the past ten years the wealth 
of the United States, according to 
the Philadelphia Commercial List, 
has increased from $77,000,000,000 
to $103,000,000,000, a gain of 33 
per cent; the money in circulation 
from  $1,601,000,000 to $2,519,- 
000,000, a gain of 55 per cent; the 
bank clearings from $51,000,000,- 
000 to $102,000,000,000, a gain of 
100 per cent; and the total bank 
deposits from $4,921,000,000 to 
$10,000,000,000, an increase of over 
100 per cent. 


SAVINGS ACCOUNTS AND 
LABOR TROUBLES. 


Savings deposits in a town are 
often cited as an indication of 
general prosperity. But they mean 
a great deal more. The New 
York Times has been studying 
savings deposits in New York 
State in connection with labor 
strikes and other industrial dis- 
turbances, and finds that growing 
deposits in banks of this sort are 
a sure indication of industrial 
peace. Deposits in New York 
State have grown $86,836,855 the 
past year. During the last six 
months the increase has been at 
the rate of over $100,000,000 for 
a full twelvemonth. The largest 
increase in any prior year was 
$71,000,000. It is known to every- 
body that there was no propor- 
tionate difference in the opportu- 
nities of wage earning. During the 
same period 165 labor unions dis- 
solved—the membership in all fell 
off 17,414. The ratio of unionists 
in the State is 1 to 18. In Eng- 
land it is 1 to 22, in Germany 1 to 
44, and in France 1 to 53. The 
latter country is held to be the 
most prosperous and thrifty in 
Europe, while Germany is more 
thrifty and stable than England 
so far as its savings bank popula- 
tion is concerned. The $1,500,000 
spent in the great Tennessee coal 
and iron strike by labor unions, it 
has been demonstrated, came di- 
rectly out of savings ‘banks in 
mining districts. So, when the 
deposits in any locality are stead- 
ily growing it means something 
more than figures—it means stable 
conditions that ought to appeal to 
investors, » 
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W. S. WuitHam, of Atlanta, 
Ga., is president of a chain of 
sixty-one banks in that State, and 
draws a salary of $1,000 a year 
from each one as president. His 
banks are all State banks, and or- 
ganized with a system of traveling 
auditors. The local clerical staffs 
necessary to carry on the business 
numbers more than 500 people. 





ANNIVERSARY OF TREN- 
TON “TIMES.” 


The Trenton Times, the only 
evening paper published in the 
capital of New Jersey, celevrated 
its twenty-third birthday October 
12, The Times is the youngest 
daily in its city, but has been pros- 
perous since its establishment in 
1882, growing from a four-page 
daily to twelve, fourteen and six- 
teen, as news demands, selling at 
one cent. Trenton, then emerging 
from the village state, had always 
been a morning paper town, Sev- 
eral attempts to start an after- 
noon journal had failed. Regular 
statements of circulation have 
been furnished the past five years, 
and the present daily average ex- 
ceeds 16,000, according to the 
publishers, and has on_ several 
days this fall run above 17,000. 
In New York the Trenton Times 
is represented by Smith & 
Thompson. 








Tue Eymed Remedy Co., of 189 Broadway, 
New York, sends to PRinTERs’ INK a 16 page 
booklet advertising ““Eymed.” In the first 
few pages “Eymed’’ is featured as a remedy 
for red lids, inflammation, films, floating specs 
and all the ordinary eye ailments that are not 
the direct result of actual disease in the eye it- 
self; but just as one begins to be convinned that 
“*Eymed’* is a good thing for such complaints, 
that budding conviction is severely frosted by the 
statement that ‘‘ Eymed” is “‘a sure cure for all 
eye diseases and inflammations.”? Whatin the 
name of common sense is the use of claiming 
the impossible—that which everybody knows 
to be impossitle—and thus cast doubt upon the 
claims that may easily be true and that might 
be accepted without question if presented by 
themselves? In spite of this serious fault, and 
of needless repetition, there is much in the 
booklet that is good. It is sadly marred, how- 
ever, by the use of too many kinds of type, and 
cheapened in appearance by the attempt to 
emphasize ‘‘Eymed’’ and what it does, on 
nearly every page. The formletter, addressed 
to opticians, isa decidedly weak specimen. It 
starts off with illustrations of some of New 
York’s tall buildings and some talk about them, 
spells wonderful in this wonderful way, 
“‘wounderful;” makes a grammatical break 
farther down and finally winds up without 
once mentioning “‘Eymed,’’ 





AGENCY ASSIGNMENT. 


The Johnstone Advertising 
Agency, Rochester, N. Y., has 
made an assignment with liabili- 
ties estimated at $10,000 and as- 
sets nearly large enough to defray 
same. Charles T. Johnstone, its 
proprietor, has done a prosperous 
business for several years, and at- 
tributes his difficulties to the re- 
cent failure of the Wyeth Chem- 
ical Co., of that city, one of his 
clients. He has become manager 
of the Rochester office of the C. 
F. Wyckoff agency, Ithaca, N. Y. 








THE GROWTH OF THE 
TRUST COMPANY. 


Some interesting statistics of 
trust companies were read at the 
recent bankers’ convention in 
Washington, by Edward T. Per- 
ine, general manager of the Audit 
Company, New York. Thirty 
years ago there were thirty-five 
trust companies in the United 
States, with resources of $122,000,- 
ooo. New York led the list, hav- 
ing $69,000,000 of the $122,000,- 
000 aggregate resources. In 1889 
the number of companies had in- 
creased to 120, with resources of 
$441,000,000. At that time, six 
teen years ago, the total resources 
were less than one-eighth of the 
present trust company resources 
and the total number of compan- 
ies only one-tenth the present 
number. In each of eight States 
there are upward of $100,000,000 
of resources, Missouri being low- 
est with $141,000,000, The growth 
in New York for the first six 
months of the year has been 
$146,000,000, and in two. years and 
a half $470,000,000. Not until the 
year 1897 did the national banks 
in the country hold the equivalent 
in total resources of the amount 
of total resources now held by 
I,II5 trust companies. To-day 
there are 5,757 national banks in 
the United States, with $7,472,- 
000,000 total resources. The 1,115 
trust companies hold $3,802,000,- 
ooo. The average resources of each 
national bank are a_ shade less 
than $1,300,000; the average trust 
company resources slightly in ex- 
cess of $3,400,000. 
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FOR BROAD BANKING PUB- 
LICITY. 


The Lincoln Trust Company, of 
New York City, is one of the 
most energetic institutions of its 
kind in the metropolis, and has 
built up in a few years a fine class 
of commercial business in the dis- 
trict about Madison Square. Both 
advertising and personal solicita- 
tion have been used in promotive 
work. At the recent bankers’ con- 
vention Frederick Phillips, secre- 
tary of this company, delivered an 
address on “Banking Publicity” 
that went beyond mere generali- 
ties. After laying down the com- 
mercial ethics governing advertis- 
ing, which apply to financial pub- 
licity as well as any other business, 
he touched on the anti-speculative 
use that may be made of adver- 
tising: “Let us seek to teach the 
public,” he said, “to eschew all 
practices opposed to conservative 
banking; to avoid all financial 
traps, pit-falls and schemes; and 
to divest itself of all the risks and 
responsibilities attaching to per- 
sonal and individual administra- 
tion of fiduciary offices, the care of 
estate and the investment of 
funds Our public is already a 
highly educated one, in that it 
knows a little something of every- 
thing, but if there are any things 
of which it really has less real, 
serviceable and valuable knowl- 
edge, than of anything else, it is of 
the business of banking, and the 
services of the trust company and 
the benefits and advantages of the 
various classes of moneyed insti- 
tutions. It was many years before 
the public learned to use the sav- 
ings banks, and even to-day the 
savings banks are not understood 
as they should be for the welfare 
of the vast wage-earning class. 
On the other hand, our savings 
banks (I refer particularly to the 
mutual savings*banks) carry many 
millions of money, such against 
their will, if I understand the 
matter rightly, money which they 
would prefer elsewhere than in 
their own institutions. So with the 
trust companies. How little are 
these admirably organized and 
thoroughly equipped institutions 
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understood, although it is gratify- 
ing to note that day by day the 
public is more fully employing 
their powers. In short, it is a fact 
that what the national, State and 
savings banks and trust compan- 
ies can do to-day for the public, 
and how they do it, is far beyond 
the public’s knowledge.” 

SOME LIVE ENGLISH BOOK 

ADVERTISING. 


Cassell & Co., London, publish 
a work known as “Cassell’s Pop- 
ular Educator,” a home collection 
of various useful and classical 
studies to be taken up without a 
teacher. A booklet, “Letters to 
Mr. Ambitious,” outlines the uses 
that may be made of this book 
after the style of George Horace 
Lorimer, and lends interest to 
what might easily be a dry adver- 
tising subject. Some newspaper 
advertising for the volume also 
have this interesting quality, with 
force of statement and a knack of 
rousing curiosity in the headline. 
Philip G. A. Smith, who prepared 
this advertising, writes from St. 
Keverne, Tate Road, Sutton: 
“For what little advertising ability 
I may possess I have to thank 
PRINTERS’ INK in no small de- 
gree; I’ve studied it for some 
years now, and although every 
issue feeds me with new ad knowl- 
edge and ideas, I cannot foresee 
the time when I shall be able to 
dispense with the welcome little 
tutor; I have recommended it to 
many over here.” 








The Canadian Minister of. the 
Interior, James A. Smart, pub- 
lishes in a list of daily papers 
throughout the United States a 
digest of the homstead laws that 
apply to the Canadian Northwest, 
telling how entry may be made for 
land by citizens of this country, 
what fees and duties are required, 
how application is to be made, and 
where information may be obtain- 
ed. It is excellent advertising fot 
the purpose, and explains why 
Canada has been so successful in 
getting results, 
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PRINT THIS IN YOUR SAV- 
INGS ADS. 


The Fool’s Savings Bank—It 
is estimated that everywhere only 
about five people in fifty who bet 
on races ever win anything. If 
this were not the case, bookmak- 
ers could not live. The odds are 
so placed as to encourage betting 
and at the same time provide a 
large margin of success for the 
bookmaker. But it is just the 
possibility of winning a big stake 
for a little outlay that constitutes 
the fascination of betting for the 
average frequenter of the tracks. 
These risky plungers generally 
wager small amounts, but the ag- 
gregate sums invested are large; 
as the bookmakers know very 
well. In nothing is the old say- 
ing that a fool and his money are 
soon parted better illustrated than 
in betting —Baltimore Herald. 








ADVERTISING IS NEITHER 
CHARITY NOR 





“HOLD-UP.” 
Bankers frequently question the 
benefits of advertising. They 


know that most of their deposi- 
tors make the money they put in 
the bank by advertising, but they 
don’t “see” how it can benefit the 
bank. They are not out for 
country accounts, or they are 
“local,” or something else. Strange 
doctrine this, for 1905, but you 
hear it. One banker carried his pe- 
culiar ideas to the extent of open- 
ing up an account in his ledger 
for “Hold-up Advertising -Fund” 
for expenses attending calls from 
church, charitable, and social com- 
mittees, and the New York hyp- 
notizers, who travel West for the 
financial papers. He thought he 
was right and went ahead to 
demonstrate it. There is where 
he began to bump the bumps. He 
gave his experience to the Chi- 
cago Banker in confidence. He 
had changed his mind. The 
banker above referred to has been 
in the habit of paying considerable 
sums yearly into the treasuries of 
churches, “homes,” fraternal 
orders, and asylums of divers and 
sundry sorts, and has kept accu- 
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rate account of them. He does 
not charge the money so expend- 
ed to his regular advertising ac- 
count, but, as stated, has opend an 
account which he entitles a 
“Hold-up Fund.” His description 
of the workings of this “fund” 
may bring comfort to some others 
who feel that they are the helpless 
victims of solicitors. “In the first 
place,” said he, “I claim now that 
all advertising has some value, al- 
though much of it is not worth 
what it costs. I have demonstrat- 
ed that what I have termed “hold- 
up” advertising has more value 
than I had thought, and since 
opening up this separate account 
I have also demonstrated that I 
do not do as much charity adver- 
tising as I supposed. By putting 
all these items in one account I 
have derived some comfort from 
treating them as a whole, and not 
separately ; for instance, there may 
be no returns from an ad in the 
butchers’ picnic programme, but 
the church fair may bring me 
some business and balance the 
loss. ‘How do I keep track of 
these things?’ Well, there is al- 
most always a way. For instance, 
I spent several dollars in a church 
programme recently, and I got a 
list of the members of the church. 
I had the list compared with my 
ledger and found that only eight 
of the members had accounts with 
me. One month after the adver- 
tisement appeared I found the 
names of fifteen members on our 
ledgers, and one of them has 
since been one of our best cus- 
tomers. I consider that adver- 
tisement one of the best I ever 
used. Bankers make a mistake 
when giving out a transient ad in 
saying, ‘Just run our statement— 
any position will do.’ Some even 
tell the man to sell the space to 
some one else, if he can. This 
is all wrong. You lose a friend by 
your manner of giving grudgingly 
and letting him think that you 
think him a ‘hold-up’ man. Pre- 
pare your copy carefully, get a 
good position, and watch for fe- 
sults. You will be, like me, sur- 
prised at them. Some advertising 
is much better than others, but it 
all pays.” 
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A BANK WITH A NEW AD- 
VERTISING ARGUMENT. 


The Mutual Bank, which opened 
its doors for business in Chicago 
on October 2, has a general plan 
which makes it a very attractive 
advertising proposition. Deposi- 
tors and stockholders are to share 
alike in its profits. Interest at 
the rate of three per cent is guar- 
anteed depositors, and three per 
cent dividends are paid on the 
stock. After that, what profits re- 
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main are to be divided equally be- 
tween depositors and stockhold- 
ers. It is believed that the mutual 
plan will promote closer relations 
between the bank and its deposi- 
tors, who are, of course, the back- 
bone of any financial institution. 

Good use has already been made 
of this new banking plan in adver- 
tising. The Mutual Bank has em- 
ployed newspaper advertising in 
Chicago, with cards in the cars that 
pass its doors, and conducts amail 
banking department, which is also 
advertised locally. Chicago daily 


papers, especially those published 
in the morning, have a wide cir- 
culation out of town, going as far 
west as Nebraska, and it is said 
long-distance 


that considerable 
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business has already come as a re- 


sult of the local newspaper an- 
nouncements. About $25,000 will 
be spent in advertising the first 
year, in two afternoon and three 
morning papers. The mutual plan 
will be used as the main argument, 
with the directorate, the fact of 
the bank being chartered in IIlin- 
ois, and other indications of its 
reliability. No announcement of 
the opening was made, other than 
the ads in Chicago papers the day 
before business began. Yet on the 
first day there were nearly five 
hundred depositors, with an ag- 
gregate of deposits more than the 
bank’s capital and surplus. <A 
strong point in the institution’s 
plan is that the surplus must be 
built up from the share of profits 
accruing to the stockholders, as 
depositors must withdraw their 
dividends upon declaration or 
have them credited to their ac- 
counts. The central location of 
the bank is also advertised, and a 
point is made of the fact that, for 
its size, no other institution in 
Chicago has so low a rent or runs 
along upon so inexpensive a scale. 





NEW BOSTON AGENCY. 


A new concern called the Bos- 
ton Printing & Advertising Com- 
pany, with offices at 53 State 
street, Boston, has been organized 
by A. W. Dunton, C. A. Backer 
and Perry Walton. <A_ general 
printing and advertising business 
will be conducted, the latter de- 
partment being devoted chiefly to 
the planning, writing, execution 
and distribution of printed adver- 
tising literature, 








Tue Rhode Island Advertiser, 
published at Providence, is the 
tiniest of the Printers’ INK 
babies in size. It also publishes 
less nonsense than any other 
Printers’ INK baby, which is not 
necessarily owing to its diminu- 
tive pages, and is probably the 
most influential Printers’ InK 
baby in the country, consider- 
ing that its mission is to let the 
light of publicity into the adver- 
tising affairs of a single city, 














58 
BELIEVED IN SAVINGS 
BANKS. 


Colonel Willard Glazier, Civil 
War veteran, author, explorer and 
lecturer, and a figure of interest 
in this country for many years, 
died last April at Albany. It now 
appears that his fortune, aggregat- 
ing $135,000, was nearly all de- 
posited in savings banks through- 
out the United States. Colonel 
Glazier believed firmly in these in- 
stitutions, and all but $5,000 was 
earning interest in fifty cities and 
fifteen separate States. Two banks 
in New York City contained de- 
posits, and the accounts ranged 
from $300 in a St. Paul institution 
to $4,594 in a Pittsburg bank. 








LANDS A LARGE CON- 
TRACT. 


The Memphis News-Scimitar 
has just closed with the Bry De- 
partment Store, of that city, an 
advertising contract which is said 
to be the largest ever made by a 
single advertiser with any one pa- 
per in Tennessee. The News- 
Scimitar is the only afternoon pa- 
per published in a city of 150,000 
people, and claimed a circulation 
of 34,000 daily a few months after 
its consolidation last December. It 
is represented in the foreign field 
by Paul Block, Vanderbilt Build- 
ing, New York, and Unity Build- 
ing, Chicago. 





Mr. Juttus Matuews, 2 Bea- 
con street, Boston, who is the spe- 
cial representative of the Augusta, 
Me., Journal; the Bangor Com- 
mercial, the Bath Times, the Bid- 
deford Journal, the Lewiston Sun, 
the Portland Express, the Rock- 
land Star, the Waterville Mail, the 
Barre, Ver., Times; the Benning- 
ton Banner, the Burlington Free 
Press, the Montpelier Argus, the 
St. Albans Messenger, the Rut- 
land Herald, the Dover, N. H., 
Democrat, the New Haven, Conn., 
Register; the Worcester, Mass., 
Gazette; and the Halifax, N. S., 
Herald; boasts that he never lost 
a paper that he was appointed to 
Tepresent, 
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A. FULLER Brooker, recently at- 
torney for the Armour Packing 
Co., Kansas City, has become gen- 
eral manager of the World, of 
that city. 





PURE READING MATTER. 


The following extract from the 
New York Sun’s report of the In- 
surance investigation now in prog- 
ress in New York is interesting 
reading for newspaper men and 
advertising agents: 


It was in the afternoon session also that 
the disclosures in regard to the Mutual’s pur- 
chase of space in the news columns of daily 
newspapers were brought out. Mr. Smith, 
the Mutual’s literary agent, was the chip- 
perest witness that has appeared before the 
committee thus far. He has a high voice, 
which he used frequently in voluntarily ex- 
pressing his opinion of the merits of the 
**pieces” which he had written for distribu- 
tion through Forman’s telegraphic bureau. 

Mr, Smith said that he was paid $8,ccoa 
year, and that he was convinced that his pay 
ought to have been more for some time. 
His chief business at present, he said, is to 
endeavor to counteract the injury that is 
being done to life insurance and to the policy- 
holders. He testified that he had no inter- 
est whatever in Forman’s news bureau. He 
had loaned Forman some money, but he 
never received any share of the profits of the 
bureau. The bureau is not a corporation, 
but is owned solely by Forman. 

When asked to explain what he actually 
did to counteract the injurious impression 
created by the press Mr. Smith selected a 
clipping Mos oneof the papers which had 
printed his matter. 

This clipping was from the Wilmington, 
Del., News and was in regard to Treasurer 
Frederic Cromwell’s testimony before the 
committtee. It stated that Mr, Cromwell 
had announced that the profits derived by 
the policyholders of the Mutual Life and ob- 
tained through transactions managed by the 
subsidiary trust companies amounted to 
$16.000,000, This item, the witness testified, 
was paid for at the regular rate of $1 a line, 
the money being paid to Forman. About 
one hundred papers in different parts of the 
country printed this despatch, the total ex- 
pense to the Mutual being between $5,000 
and $8,000. 

The witness asked if Mr. Hughes had read 
the despatch into the evidence. 

** Don’t you think that is a good thing?” 

The witness said that he had sent out 
despatches in this way five or six times and 
that the number of papers in which it was 
inserted varied according tothe ‘merit of 
the despatch.’? The witness said he gener- 
ally left the selection of the papers to Mr. 
Forman. They got the very best papers 
they could, but the matter, he said, had to be 
done carefully—that is, he did not want to 
send anything to a newspaper which he 
thought it ought not and would not worth- 
ily publish. 

Mr. Hughes read a despatch printed in the 
St. Paul Pioneer Press on October 18, which 
Mr. Smith said he had sent out, This de- 
spatch said that President McCurdy had 
called attention to the fact that the investi- 
gation had ‘‘drifted into an inquisition, vague 




















inits charrcter and dealing with no issue.” 
It said that the “‘inquisitor” impeached the 
senttmnony, of the witnesses and that Mr. 
Hughes himself admitted it was an inquisi- 
tion. The despatch said further that Mr. 
McCurdy’s testimony showed that the com- 
pany had made a great saving in the agency 
department and in matters of legal ex- 
penses, 

“His testimony yesterday,” the despatch 
ended, “made a distinctly favorable impres- 
sion. 

The witness said that he didn’t know how 
much had been paid for the insertion of this 
despatch in the Pioneer Press, as the bill 
hadn’t come in yet. The following papers 
were read off by Mr. Hughes in connection 
with this despatch: The Boston Herald, the 
Toledo Blade, the Buffalo Courier, the 
Florida 7imes-Union and the Atlanta Con- 
stitution. In all twenty-five newspapers, 
printed the despatch, 

In each case where the despatch was 
printed the witness said he believed a dollar 
a line was paid also, 

When questioned as to whether the pay- 
ment was made for the insertion of these 
despatches as news items the witness said 
that they were sent as ‘treading matter”? and 
printed as such, 

Q. You mean that it was not to be disclosed 
that the Mutual Life was paying for it as an 
advertisement? A. No,I meant it to goin 
as reading matter. 

Q. And the technical meaning in news- 
paper and advertising circlesis what when 
you refer toit asreading matter? A. Matter 
that people are likely to read. 

Q. Without knowing they are reading an 
advertisement? don’t know—that is 
according to the intelligence of the reader. 

Q. Well, what is it so far as your intelli- 
genceis concerned? A, It is reading matter. 

Q. That is, matter gotten into regular 
news columns of newspapers as if that mat- 
ter had been acquired in an impartial way b 
those who furnish news to that paper. A. } 
say that matter I furnish is the truth and I 
send it out without any feeling that the news- 
paper would be doing an injustice to its read- 
ers by publishing it. 

Mr, Smith said that it was important for 
the company at this time to let the policy- 
holders know what the company has ac- 
complished for them. 

“And,” said Mr. Hughes, ‘‘it is important 
also for them to know that Mr. McCurdy’s 
testimony madea distinctly favorable im- 
pression?” 

**It made a favorable impression on me,” 
said the witness. 

The witness said that he didn’t know 
what the newspapers got for printing these 
matters, There was nothing in the testi- 
mony to show that the newspapers got any- 
thing. The $1 a line was paid by the Mutual 
to Forman, 

The witness testified that there was no use 
offering the material tothe New York papers. 

“They have thecpportunity to get it,” said 
he, ‘‘and they do not do it.” a 

r.Smith said that one of his duties in 
the Mutual Life was to receive newspaper 
men, inform and deal with them pleasantly 
and quietly and remove them toward the 
elevator. lie also conducted a paper in the 
interest of the pe cay Mr. Smith enu- 
merated many other dutfes which he _per- 
formed, all the way from managing a library 
to making card indices, and ended by asking 
Mr. Hughes. 

“Don’t youthink that is worth $8,000 a 

ear?”’ 

Speaking of his proprietors!:ip of the 
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Insurance Record, Mr. Smith admitted that 
the Mutual Life advertised in this paper. 
Among other things Mr. Smith handles the 
placing of advertisements in insurance 
magazines, 

“It seems,’’ interrupted Senator Arm- 
strong, chairman of the committee, “to be 
your general duty to attend all alarms and 
ascertain the causes thereof.” 

“Yes,” replied Mr. Smith. “And find all 
the blackmailers, It is an awful job, too.” 

The Mutual Life, the witness admitted, 
bought a good many copies of the Jzsurance 
Record every a. e testified that the 
company may have bought 80,000 slips from 
an issue of his magazine one year, but it 
never bought that many full copies. He 
couldn’t remember what the Mutual paid for 
these 80,000 slips. The Mutual Life, he tes- 
tified, also advertised in the Journalist, For- 
man’s paper. The witness thought that the 
Journalist may have had articles favorable to 
the Mutual in it from time to time. 

Walter S. Suilivan, the Mutual’s advertis- 
ing agent, testified that A. C. Fields, the 
Mutual's superintendent of supplies and leg- 
islative supervisor, had charge of part of the 
advertising business. All that Mr, Sulliyan 
was able to account for in his department 
was $84,000 for last year. The total amount 
for advertising as shown in the company’s 
annual report was $329,792. 


COULEUR DE ROSE, 
St. Louis, October 23, 1905. 
Editor of Printers’ INK: 

The Lewis Publishing Co., have purchased 
the National Daily Review, Chicago, Ill. 
which was the original dollar a year paper, and 
it will be merged into the Woman’s National 
Daily, which we are to publish here in St, 
Louis. This announcement appears in the 
Papo Daily Review, dated Chicago, 

ct. 23. 

Presses have already been ordered and the 
press builders inform us that they can be ship- 
ped and set up in St. Louis ready for business 
by the middle of January. 

Subscriptions to the Woman’s National 
Daily are coming in at a surprising rate, when 
itis considered that no campaign for subscrip- 
tions has been made except by the 60,000 o: 
stockholders in the People’s United States 
Bank. These 60,000 American citizens who 
own the People’s’ U. S. Bank are not 
pleased with the treatment given their bank by 
the Post Office Department, and have assigned 
over their stock to the Lewis Publishing Co., 
to furnish capital to start the new Woman’s 
National Daily, We have asked of each of 
these 60,000 stockholders that they send us at 
least 10 subscribers from their localityfor the 
new daily paper, and from the letters enclosing 
lists of subscribers we have received in the 
past few weeks, we are confident that the 
60,0co stockholders will average at least ten 
subscribers a piece, thus enabiing us to start in 
our first issue with not less than 600,000 paid 
subscribers. : ee 

A new plant will be erected in St. Louis with 
railroad track facilities so that the postal cars 
can be backed right to'the press rooms and 
the new daily paper mailed with all possible 
facilities, 

We expect within a few months after our first 
issue of the Woman’s National Daily to be 
able to guarantee tothe advertisers a daily 
circulation exceeding one million paid in 
advance subscribers. 

Yours very truly, 
Tue Lewis PusBiisHinc Company, 
A. P. Coakley, Adv. Mgr. 
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ADVERTISING THE CLASSI- 
FIED. 


The Chicago Record-Herald 
has, for several years, made a 
practice of giving a coupon for 
every classified advertisement 
handed in, either at its publica- 
tion office or an agency. These 
coupons are redeemed with prem- 
iums of merchandise—articles that 
appeal to boys and girls, house- 
wives, business men, etc. Fishing 
tackle, base balls, punching bags, 
boxing gloves and similar articles, 
given for from one to 100 coupons, 
induce youngsters in school to 
canvass their neighborhood for 
classified ads. “Big reward for 
little work,” is the paper’s slogan; 
“Get the little want advertise- 
ments from your family, relatives, 
friends, employers; go to board- 
ing-houses, stores and _ private 
dwellings, and ask them if they 
want to put in an ad for roomers, 
boarders, domestic help, a situa- 
tion of any kind, or for something 
lost or found.” For girls there 
are hammocks, tents, ice cream 
freezers, tennis racquets and so 
forth, and for business men foun- 
tain pens, office shears, postal 
scales, and the like. A regular 
catalogue of premiums is pub- 
lished. This plan makes for the 
paper many volunteer solicitors 
among office boys, and a great 
volume of business for the classi- 
fied pages is drawn from locali- 
ties where no regular solicitor 
could operate profitably. Since 
the premium scheme has been 
used the Record-Herald’s classi- 
fied patronage has grown to an 
amazing degree. 

Another plan employed by the 
Record-Herald is its free bureau 
for registering furnished rooms, 
boarding places, hotels, vacation 
and outing resorts. Many of the 
advertisements under these heads 
refer readers to the Record-Her- 
ald bureau, and the public is im- 
pressed with the fact that, when 
searching for rooms, board, re- 
sorts, etc, a great number of 
places in all localities can be 
found on file, with terms and all 
particulars. This service is offer- 
ed proprietors of such places upon 
an arrangement that makes stable 
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classified advertising for the pa- 
per. Special advertising rates for 
six months or a year are given, 
and with this steady advertising 
and the aid of the bureau the pa- 
per is able to give classified ad- 
vertisers results that might not be 
so sure were there no systematic 
plan for taking care of inquirers. 

The Record-Herald also de- 
votes much space to display ads in 
its news pages, calling attention 
to various departments in the 
classified columns. These ads are 
never general in nature, but lay 
emphasis upon some definite ser- 
vice the paper can perform: 


Some of the real estate advertised in to-day’s 
Record-H-vraid will double in value in a year, 
Can you pick winners in real estate? 

Every day in Chicago some people make up 
their minds to move. If you have a vacant 
house or apartment you should have something 
to say to these people. You can reach them 
through a ‘‘want ad’’ in the Record-Heraid. 

Mind-reading by proxy. Perhaps the young 
woman to whom you gave your seat in the car 
the other day is the best stenographer in the 
city—would 4 worth more in your office than 
any other woman in the city—would be able to 
intelligently do the things which have long 
been a burden to you, but which you have not 
been able to delegate to anyone else; but—not 
being a aiedeeier you didn’t know all this— 
nor that the young lady is ‘‘looking for a better 
situation;” and as you don’t know who she 
is, you must look for her by proxy—through a 
wantad. A “‘wantad” inthe Record-Herald 
will do it for you. 

The man you want to find. To ong man in 
this city—perhaps to the man who stepped on 
your corn two weeks ago—that house you want 
to sell is worth at least a hundred dollars more 
than itis worth to any other man. So itis 
worth at least a hundred dollars to you to find 
the man and to talk business to him; but— 

ou are not a mind-reader, and you remember 
ittle of him except that he weighs at least two 
hundred pounds and wears shoes that are like 
iron—so this little “hundred dollar errand” of 
finding him must be entrusted to a want ad. 
Can be found through a “‘want ad” in the 
Record-Heraild. 

Important people. The man who has idle 
money enough to furnish you that needed new 
capital walked past your store twice yesterday; 
the servant who would be worth to your wife 
twice as much as her present one, leaves her 
place in the house three blocks from yours next 
week; the tenant who never broke a lease, and 
to whom your apartment would be sure to ap- 

al strongly, isnow looking about for a place 
ike it; the man who would buy that horse and 
carriage of yours without an hour’s parley was 
‘*next” to you at your barber’s yesterday; but 
—you can’t read minds, and you go bumpin 
into people all the time who could be usefu 
and helpful to you. So, if these people are 
worth finding, you must give the job to a want 
advertisement, assured that if they can be 
found—a want advertisement in the Record- 
Herald will find them, 


Through want advertising in the Record- 
Herald you may always secure what you need 
—usually what you want—and sometimes even 
satisfy a mere whim, 























BACK HOME AGAIN. 


An American exile returning from 
the Philippines bought a popular maga- 
zine as soon as he set foot on his 
native heath, and was soon engrossed in 
the advertisements, which occupied more 
space between the covers than the lit- 
erary bill of fare. He read over again 
with a whetted relish the claims of 
the cushion mattress; he studied with 
the eye of a connoisseur the fashion 
plates; he passed in review all the 
three-dollar shoes; he compared _ the 
merits of the ball-bearing suspenders; 
he squinted at the razors that never 
need honing; he made the acquaintance 
over again of the old breakfast foods 
under new names; he examined the at- 
tractive haberdashery of both sexes’ he 
took note of the latest “wrinkles” in 
revolvers, fountain pens, cameras and 
typewriters; and he read authors’ bi- 
ographies in the publishers’ circulars. 
Then he drew a deep breath of satis- 
faction and said: “Now I know I’m 
in God’s country once more.”—New 
York Sun, 








A FREE NOTICE. 


The_ young ladies of the Thompson 
Dry Goods Company invited us in the 
other afternoon to drink lemonade with 
them, prefacing the invitation with the 
remark that we must say something 
nice about them in the paper. And of 
course we could not do otherwise, for 
they are all, without a single exception, 
just as nice and sweet as they can be, 
and our only wonder is that they have 
been allowed to remain single so long 








—and some of them, oh! so long— 
Record, Marion, Kan. 
Advertisements. 


All advertisements in “ Printers’ Ink” cost 
twenty cents a line pier. each insertion. $10.40 a 


line ver yeur. ve per cent discount may 
deducted if a 12: m adrance of 3 ubli- 
cation and cent on yearly contract 


aid wholly on aa ance of first ee. 
ay type aa may be without 


ertra charge. bw a specified tion is 
asked for an advertisement. and granted, 
double’ price will nded. 
WANTS. 
ILL buy control, or outright, newspaper, 
rade journal, magazine. Particulars. 


“X,” Printers’ Ink. 


ATs awhitious and capable advertising 
solicitor to join in ae of a trade jour- 
Box 1308, Bosto’ 


USINESS or advg. mgr. Result producer, 
Can be secured by addressing “ RELIABLE,’ 
care Printers’ Ink immediately. 


Wy skin who an wee ply Eastern and 
Central p> Be. ms 7 month 
trade a = adress TTRADE NEWS,” Prin 
ers’ In 


‘(HE circulation of the New York World. 

morning edition. exceeds tuat of any other 
morning newspaper in America by more than 
100,000 copies per day. 


Area, Powell graduate, possessing ar- 
tistic wait A also, eed Waae'' Best 
references. Address “E, R. > care Drawer 


1325, Hartford, Conn. 


A Sen wanted in Eastern territory to sell 

privileges to use our “Office Boy” line for 
retail advertisers. Selling well in the Middle 
West. P.O. BOX 86, Los tageles, Cal. 
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W Ante — Experienced stvertiscing solicitor 
for high grace New York daily. Must 

well acquainted in New York. Address, 

full particulars, “K. L. D.,” Printers’ Ink. 


Pm open tor competent newspaper 

erkers in all ying ments. rite for 

Pookie. FERNALD’S NEWSPAPER =" EX- 
HANGE., 368 Main St., Springfield, Mass. 


Bowers in various lines for atinn depart- 
ment store; exceptional opportunity for 
capable men; write ay giving record in full. 
HAPGOODS, Suite 511, 309 Broadway, N. Y. 


a ty ae ei TY?K—a Cyclopedia of Fvery- 
Information for the Non-Printer Adver- 
—_ ld ‘typewise”’: 64 pp., d0c. postpaid; 

.A.8. CARNELL. 150 Nassau St., N.Y. 


ting | 
ag’ts w 
N ebony wes man, American, age 27, seeks 
position. Eight years’ highly successful 
experience Knows how to make, a new article 
or boom an old one. Address “H.,’’ Box 448, New- 
port News, Va. 


W 48TED— Young man for the business de- 

partment of a trade et ype One with 
some experience preferred. Good opening for 
ys right a ddress TRADE JOURNAL, care 
nk. 


ANTED-—Circulation manager to take finan- 

cial interest in an agricultural monthly in 

the best Western territory—40. e.rculation. 

Splendid opening a the right man. “D. M.,” 
care of Printers’ In 





giving 





VERY proven and mail-order dealer 
should read THE \VESTERN MONTHLY, an ad- 
vertiser’s magazine. Largest circulation of any 
advertising eee in America. Sample copy 
free. TH a MCNTHLY, 810 Grand 
Ave., Kansas City. M 3. 


wrerares. Class or Trade Journal—I l ave 

had oF pr experience in puoblishing, ri- 

sing throu; ugh various positions to manager and 

owner. ving sold, wixh to re-enter active 

work as manager, Age 44; able and energetic; 

Ma and have Al record and references. 
inters’ Ink, 


XPERIENCED “Want Advertising Manager” 

would consider favorable proposition fiom 

a leading evening daily. Now and for the past 

eight years with one of the leading Northwestern 

dailies. Personal reasons for making a change. 

presens x % ers will recommend. Address 
P.O, neapolis, Minn. 


naman WANTED.—We furnish hand- 
somely illustrated auxiliary magazine ser- 
vice, standard size. Publishers may add any 
amount of local reading and advertising. Plan 
offers business paying from $100 per month u 
Exclusive territory given to responsible pub: 
lishers. nd four cents in stamps for full par- 
tiewlare and sample copies. THE BROOKS PUB- 
LISHING COMPANY, Laclede Building, St. 


Louis, Mo. 
Y YOUNG MEN AND WOMEN 

of ability who seek positions as adwriters 
and ad managers should use the ciassified co}- 
umns of PRINTERS’ INK, the business journal for 
advertisers, Fn pe om weekly at 10 Spruce St., 
New York. ch advertisements will be inserted 
at 20 cents: per line, six words to the line. !’RINT- 
RRs’ INK is the best school for advertisers, and it 
reaches every week more employing aavertisers 
than anv other publication in the United States. 


S A BANKER, A CAPITALIST, or a Small in- 
vestor, do you understand that whoever 
can produce an article of universal use better 
and cheaper t any one else, has a fortune? 
Do you want to know about such a proposition ? 
Jf you let us tell you the story you will find that 
it is a discovery as important to the pinto 
world — tl ar-reaching in its results and 
ee me 0 th a money-maker as was the 
Bell sop those who went into it at the 
start. For part rs address WARREN & CO., 
154 Nassau S8t., New ree City, 


ANTED—Clerks and others with common 
school educations only, who wish to quai- 

ify for reaay positions at $25 a week and over, to 
write for free copy of Ly 4 new prospectus and 
endorsements from leading concerre every- 
where. One graduate filis $8,000 place, another 
$5,000, and any numver earn $1,500. The best 
clothing adwriter in New York ee co suc- 
cess within a few months to my teach . De- 


mand exceeds ply. 
eis WELL Advertising and Rusi- 


GEORGE: H. 
ness Expert, 1467 Temple Court. New York. 
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i an advertising manager of worth, used to 
getting results. My wife’s health demands a 
move several States south. ‘tiraduate of the 
school of experience. Don’t know it all thouch. 
I do understand the department store and mail- 
order work. Is there an opening for such a 
man! 1616 l.inden Ave., Minneapolis, Minn. 


CARD INDEX SUPPLIES. 


sie CARD INDEX QUESTION will be quickly 
and easily settled by getting catalogue and 
price from the manufacturers. This means us. 
STANDARD INDEX CARD COMPANY, 
Rittenhouse Bldg., Phila. 
teraaniancnssilipipeseneictiaeinn 


PAPER. 


B BASSETT & SUTPHIN, 

45 Beekman St.. New York Cit 

Coated papersa speciality. Diamond 
White for high-graae catalogues. 





Perfect 


COIN MAILER. 


for $3. 10.000, $20. Any printing. Acme 
Coin Carrier Co.. Ft. Madison, la. 


1,000 


++ 
ADVERTISING AGENCIES. 


D A. O'GORMAN AGENCY. 1 Madison Ave. 
e N.Y. Medical journal advtg. exclusively 


OLDEN GATE ADVERTISING CO., 3400-3402 
Sixteenth St., San Francisco, Cal. 


W. KASTOR & SONS ADVERTISING COM- 
e PANY, Laclede Building, St. Louis, Mo. 


URTIS-NEWHALL CO. Established 1895. Los 
Angeles, California, U. 8. A. Newspaper, 
i trade paper advertising. 


HE H. I. IRELAND ADVERTISING AGENCY 
Write for particulars of the Ireland Service. 
925 Chestnut Street, Philadelphia. 


tie ADVERTISING CO., Honolulu—Cos- 

mopolitan population makes our six years, 
experience valuable. Newspapers, billboards, 
walls, distributing, mailing lists. 


A LBERT FRANK & CO., 26 Broad Street. N. Y. 

General advertising Agents. Established 
1872. Chicago. Boston. Philadelphia. Advertis- 
ingof ail kinds placed in every part of the world. 


ARNHART AND SWASEY, San Francisco— 
Largest agency west of Chicago; employ 60 
ople; save advertisers by advising judiciously 
newspapers, billboards, walls. cars, distributing. 


CTE advertising promises results which 

invite most careful investigation. Write us 
for best list of peers to cover the whole field 
efficiently. TH ESBARATS ADVERTISING 
AGENCY. Ltd., Montreal. 








ADDRESSES FOR SALE. 


AILING LISTS—38,000 names of young men 
a in the State of New Jersey forsale. Printed 
ready for mailing machine, $60. 
GEORGE C. GUNN, 
Burlington, N. J. 
200 NAMES of Schoo! Teachers. strictly we to 
- date; no “dead timber;” 25 cents. Also 
50 ced. mail-order names. 10cents. FRED’K C. 
werner ew og 522-529 Stephen Girard Building, 
ladelphi, * 


1 00 the “Garden of Eden” of New York 
State. They have sold their crops and have 
money to spend and invest. Every name fat. 
anteed. List never used. Price $2. G. SHER- 
WIN HAXTON, Oakfield. N. Y. 





Names of Farmers of Genesee County, 





ADDRESSES. 


60,000 West Virginia voters. 


Fresh, typewritten. 75 cents a 
thousand. 

R. T. ADAMS, 
Hantington, W. Va. 
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ADVERTISING MEDIA, 


R™ the Baltimore TELEGRAM, the only illus- 
.\ trated weekly in the South. For results, 
give us a card. 

HE EVANGEL. 

4 Scranton. Pa. 
Thirteenth year; 20c. agate line. 


A** person advertising In PRINTERS’ INE to 
& theamount of $10 or more is entitled to re- 
ceive tne paper for one year. 


fb Troy (Ohio) REcoRD is a daily of the 
Montreal Star class published in a 6.000 
town. Circulation covers city and Central Miami 
County thoroughly. Send for rate card. 


RABTREE’S CHATTANOOGA PRESS. Chat- 
tanooga, Tenn., 92.152 circulation guaran- 
teed, proven; 350.000 readers. Best medium 
South for mail-oraer and general advertising. 
oo 20 cents a line for keyed ads. No proof, no 





PRINTERS. 


RINTERS. Write R. CARLETON, Omaha, 
Neb., for copyright lodge cut catalogue. 


W* print, catalogues, booklets. circulars, adv. 


matter—ail kinds. W rite for prices. THE 
BLAIR PTG. Co., 514 Main St.. Cineinnats. Q. 


Do You Need Printed 
Matter Of Any Kind ? 














i have secured the services of the brightest 
man in the advertising business to-day. 
know what I am talking about and know 
my man. He is at your service if {do your 
printing. I print any or everything. get 
up py Sn =f will 

rivt a business ora e cal ue. 

indly write me, if interested. sod 


WM. JOHNSTON, 


PRINTERS’ INK PRESS, 
10 Spruce St., New York, 














CARDS. 
OST CARDS of every description are mad 
- — We sbip to al - of the world. ed 
jiculars on uest. U. § S I 
CARY CO., 1140 Broadway, N. Y. sdlediuad 


>> 


ADVERTISING NOVELTIES. 





D AT T 
200 AD WOM ETAT ott TAOS, wstree. 
a ADV. NOVELTY CO., Chicago. 
A DVERTISING novelties pay. The nail files in 
leather cases, toothpis cases, pencil hold- 
ers,made by J. C. KENYON, Owego, N. Y., are 
good ones at small cost. Three samples, 10c. 


Cs of character and character cuts. No two 
/_ systems alike. Advertising departments of 
daily newspapers should send for rates and 
specimens. Ask “The Office Boy.” P. 0. BOX 
86, Los Angeles, Cal. 


EA-SHELL CABINETS of many kinds; cheap. 

Every shell a perfect and beautiful ocean 

SS coed = and full infor- 
e. ED ovem . 

LICK & CO., Easton, Pa. , ae 


ATTERS, haberdashers and men’s outfitters 
_ Will be interested in our “Office Boy” ad- 
vertising service. Now in successful operation 
in a dozen Western cities. Kffective and econ- 
omical. P.O. BOX 86, Los Angeles, Cal. 
—__++—___ 
ELECTROTYPERS 


W E make the electrotypes for PRINTERS’ INK. 
We do the electrotyping for some of the 
largest advertisers in the country. Write us for 
rices. WEBSTER, CRAWFORD & CALDER 45 
ose St., New York, 
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TIN BOXES. 


) ke you have an attractive, handy pac 
will sell more ay and get better 
them. Decorated tin boxes have a ric 
ance. don’t break, are handy, and preserve the 
contents. Lye = buy in one-half gross lots and 
at very low prices, too. We ave the folks who 
make the fin ool for Cascarets, Huylers, Vase- 
line, Sanitol. Dr. Charles flesh Food. New ain, 
and, in fact. for most of the ig gun: s.” But w 
little fellows. * 
er send for our new illustrated catalog. It 


kage you 
rices for 


contains lots of uable information, and is 
free. AMh. RICAN § ah COMPANY. 1) 
Verona Street, . Y.. The largest 
maker of TIN BOXES outaide the Trust. 
—__ +o --—_— 
ENVELOPES. 
NVELOPES—First-class 6% white, printed 
1,000, $1.75; 2,000. $3.25; 5,000, $7. ‘Casn with 


order. Satisfaction guaranteed. Send for sam- 
ples. GAMMON’S PRESS, Taunton, 


+> 


ADWRITING. 


OHN CUTLER, WRITER OF ADVERTISING. 
Box 2312, Boston, Mass. 


From $25 to $100 a week is the ordinary range 
of salaries paid advertisement writers. We 
will train you for such pomeones Send for our 
prospectus and faci 
PAGE Davis COMPAN es ——— 
ve. cago. 
Either Office: {5 150 Nassau St., New York. 





x System for Mr, Advertiser.” 


© Book of Systems that takes care of 


= Sivtle things—there can be no large 
ones if the little fellows are gone. 
It’s worth your while. 25 cents postpaid. 


H. K. STROUD, 712 Avenue E, Brooklyn, N.Y. 








The Adwriter’s Rule 


enables you 


To Correct Proofs 


with speed. Correcting proofs often 
suggests corrections and frequently 
————, of making improve- 
ments. ives the proofreader’s 
marks, m8 L to write ads, points 
out the selling points of any article, 
and gives all needed information 
about type, etc, Iti is of metal, litho- 
graphed (12x2% in.), and has r5 type 
measurements. 
BY MAIL FIFTY CENTS 
Send for folder 


L. ROMMEL, JRA. 
61d Merchant St., - Newark, N. J. 


























———_“e—__—_ 
NEWSPAPER BARGAINS. 


66 Dy” knowingly will only consider and 
introduce honest newspaper proposi- 
tions to clients. 
DAVID” has 100 selected propositions now, on 
dock dailies and weeklies in various States. 
What do you want! Where do you want itt 
as how much cash have you to pay down! 
AVID” has acted as broker in or «advisor 
pe. over 600 new: rs, covering over 30 States. 
“DAVID” enjoys the personal acquaintance of 
over 15,000 newspaper men all along the line 


from Maine to California. 
epAVID” is just arrangin "a special confiden- 
tial list for buyers. Ifyou havean honest pro- 
ition to offer, mt, me full particulars. C. 


AVID, 148 Townsend Street, - rican the 


Pioneer ee in porennass 
MANY Spoil 2 never sell their 
tion: it they did did | business via the advice of 
eri DAVID, who has had 425 months’ extensive 
and varied experience. 


63 
MAILING MACHINES. 


HE DICK MATCHLESS MAILER, lightest 
oh ereree. Price $12. F. J. VALENTINE, 
Mfr., 178 Vermont St., Buffalo, N. Y. 
os al 
SUPPLIES. 
Se for samples of our handsome PRICE 
Many styles, 40c per 100 up. 


Bidile F.C. Co., 1010 Chery St. Phila. Pe 
CLOCK CARDS FOR TIME RE- 


CORDEKS, Accu- 
rate work; proses delivery; reasonable prices. 
“We pay the freight.” Get estimates. uIs 


FiNK & SONS, Fifth St.. above Chestnut, Phila. 


N OTE HFADINGS of Bond Paper, 5%x8% 
inches, with envelopes (laid p). 100 for 65¢.; 

250 for $1.10; 500 for $1.60; 1,000 for $2.50; 2.000 for 

s 50; 5,000 for $11.00. Send for samples MERIT 
RESS, Bethlehem, Pa. 


\ D. WILSON PRINTING INK CO., Limited, 
e of I7 Spruce St., New York. sell more mag- 
azine cut inks than any other ink bouse in the 
traue. 
Special prices to cash buyers. 


"2 samples of ‘Bernard’s Cold Water Paste 
be sent to any PapSae, paperhanger, 
photographer, cigar maker or hanutactares 
who oases pore for any rs At and will test its 
merits. ARD’S ‘AG » Tribune Build- 
ing, Chicago. 





Manufacturers of clothing for men and 
women, corset makers and all others requir- 
ing highest grade illustrations for ca’ 
booklets or general advertising should in- 
vestigate our superb air brush work. Ab- 
solutely the finest procuruble. Send for 
specimens. 


SMITH, ARRISON & CO., 
Advertising, Designing, Illustrating, 
Mutual Life Building, Philadelphia, Pa. 


A THOUSAND CLUBBING 
COMBINATIONS 


that will save you money. Everything 
in newspapers, magazines and period- 
icals at bargain prices. My free cat- 
alog gives details. Send name to-day. 
A. C. THOMAS, 
9th St., Huntington, West Va. 














ADDRESSING MACHINES. 


DDRESSING MACHINES—No type used in 
the Wallace stenci) adaressing machine, A 

card index system of addressing used by the 

largest publishers Hep ie ea the country. Send 

for circulars. addressin ee low rates, 

WALLACE & CO. 29 Murray St., New York. 

1310 Pontiac Blig., 358 Dearborn St., Chicago, Ill. 


PREMIUMS 
El. ‘ome goods are — builders. Ry a 
\ sands o! 





ve 
publishers 5, otners from ‘the foremost pone teaed 
and wholesale deaiers in te A and kindred 
lines. 6500-page list price llustrated catalogue, 
gunliset annually, 34th issue now ready; tree, 
- MYERS CO.. 47w. waa 49 Maiden Laue, N.Y. 


a te 
IMITATION TYPEWRITTEN LETTERS, 
MITATION written Letters, “* Small nan: 
[’ tities at gael Prices,” 100, '65¢ e 9% 
300. $1.25; 400, $1.95. pre aid Write. “for booklet 
and specimens. HOPKINS Co., 1 E. 42d 8t.,N. Y. 


DESIGNERS AND IL AND ILL USTRATORS. 


I ESIGNING, illustrating, | 
nating. ergraving, lit 
THE KiNSLEY zat hoe 








Mn Smee illumi- 
raphing, art print 


ing. Bway, N. ¥. 





PRINTERS’ INK, 


ee CARDS 


X-MAS i 


dead $6 per 1000. 
Send for samples. 
THOMSON PRINTING CO., 
330 Cherry St., Philadelphia. 
BOOKS. 
ATENTS THAT PROTKOT-72-p. 


CE 
Trace Mark Experts. Washington, D. 
Established 1869. 


. book mailed 
— and 





9 BEST BOOKS-ON APVERTISING, 

The Theory of Adrertising, By Walter Dill 

Scott, Ph.D.; Success sful Advertising—How 

to Accomplish It y J. Angus M = 
in Tealation to Graphio. Art, 

rench ; Mahin's Vest Bywy Hook 


Speaking the English rtd hog 
fh aud Practice of yt A 
.-Wagonseller, LL.D.5 


ting an 
Sherwin Cody; theor 
rertising, By ooene 
a at Dupe, B Ambrose 8. Carnell; 
‘ail r Trade, By George 
F. aay 4 7 Short Cuts, By’ Experts. 
Publisher’s price $14; oe price $10 for 
the entire lot. Liberal discount on any 
combination desired. Address 
PROFITABLE ADVERTISING, 
140 Boylston Street, Boston. Maas, 











—__+or+—_—_—_ 
POSTAGE STAMPS. 


U 8. or Canadian ; ship c.o.d. R. E. ORSER, 
@ booker, R. 6, 94 Dearborn St , Chicago, 11]. 
——_+o+—__—_ 


DIRECTORY OF NOVELTY MANU- 
FACTURERS. 


GENTS wanted to sell ad novelties, 254 com. 
3 samples, !0c. J.C. KENYON, Uwego,N. Y. 


Oe Paper Weights with your advertise- 
ment, $15 per 1. Catalog adv. novelties 
free. ST. LOUIS BUTTON CO.. St. Louis, Mo. 


RITE forsample and price new compination 
Kitchen Hook and Bill File. Keeps your aa 
before ip housewife and business man. THE 
WHITKHKAD & HOAG Cu., Newark, N. J. 
Branches in all large cities. 


DVERTISERS—Write . ttad bageet sta- 
tionery sors sampie MAN-I-Q. MAN- 
1Q is a ne low-price , pocket Rd. 
srocaly (ars will bring business (Patent pen 
COATES CO., Manufacturers of 
Novelties, Korgich, Conn. 
+>. --—— 


HALF-TONES. 


G%?. half-tone for either the yrs ted 
M — STANDARD, 61 Ann 
ew York. 


ERFECT copper half-tones, 1-col., $1; larger 
10c. per in. THE YOUNGSTOWN ARC EN- 
GRAVING CO., Youngstown. Ohio. 


Wt = ee aged half-tone or outline etchings of 
k and trust company buildings, suit- 
ite us for 


printin urpose. W: 
RAVING CO., 61 Ann 


DARD 


able for eve 
prices. STA 
8t., N. Y. 


EWSPAPER HALF-TONES. 
2x3, 7bc.; 3x4, $1; 4x5, $1.60. 
= when ¢ cash’ accompanies the order. 


Send fo: 
KNOXVILLE TING RAVING CO.., Knoxville. Tenn, 


ALF-TONE or line productions. 10 square 

inches or smaller. delivered prepaid. 7ic.; 

6 or more. 50c. each, Cash with order. All 

newspaper screens. Service day and night. 

— for circulars. or = - 

ewspaper process-engraver . O. x 815, 
Philadelphia, Pa. 


CLASS PUBLICATIONS. 


ANKERS—Please write for f.ee sampie co) 
MANUFACTUBERS’ JOURNAL, Brooklyn, 
THE SCHEMER, 
Alliance, Ohio, 
‘ Keeps its 7p peey -_ 
em ing money by tin, em eac! 
month with is’ pa So f the 
advertising. “mailorder 
and other schemes that get the 
$33. by Ad trial : months 
and catalogue of nearly 1,000 ,000 schemes, | 


- 25 cents cents in draft, stamps or 
coin in a envelo ad- 
BACKBONE, 804 
Minneapolis, 


Minn.,” and receive a Ek. iHitkle Prohibition 
pee on earth for a year. Unique. Breezy. 
led down. Ked hot. Good-natured. 


20,000 Buyers 
of ($1,025,000,000 annually) 
Hardware, Housefurnishing 

Goods, ete. 


Read every issue of the 
Hardware Dealers’ 
agazine. 
Ask your agent or write 
for rates. Specimen Copy 
mailed on request. 
253 Broadway, N. Y. 











—_ ++ 
CATCH PHRASES. 


JS STOM T—150 Original Catch 


Phrases, 10c. 
807 Bergen St., Brooklyn, N. Y. 
ed 


RUBBER STAMPS. 


OUR NAME, BUSINESS and ADDRESS ona 

neat Kubber Stamp with pad and ink 

mailed for 20c. P. I.. DURHAM CO., Corry, Pa. 
a 


INFORMATION AGENCIES. 
RIVATE INFORMATION FROM WASHING- 
TON. All subjects. $1 inclosed a for 
ordinary —_ Re 
Congressme: 


ee val 
bankers, manufac’ 
OLDHAM’S INFORMATION AGENCY, 
ashington, D Oo. 


—_—_- + —____ 
AD VERTISEMENT CO CONSTRUCTORS. 


I WRITE forceful, business- business-getting advertising. 
all kinds and ‘for all . Will send 
a four samples for $1. My services cost you 
ut $5 a month. J. H. LARIMORE, Wi Westerville, O 


MAKE CATALOGUES, BOOKLETS, PRICE 


RA’ TURE in all ‘of its many pos- 
sibilities, cae [ write up the subject matter from 
notes furnished me,often from very meager ones, 


BUT 


I do not know all about re -o ae not Bm 4 
suspect myself of it—and this unique state 
fairs covers the minute details of YOUR Bust. 
ree! for which ignorance I offer no apology. 
1 do, however, know just a littie about several 
thingy, incl — how to set about hunting u 
facts, that, forthe good of my client, 1 choul 
know considerable about. Oh, yes! I’m both 
Happen AND FINITE, oat to those who write 
ee n @ manner suggestive of business 
md by maila lot of “SAMPL af ~ my work. 
this habitis not to confused with pure phi- 
we and for this reason: [have very few 
r clients who were not ‘ained by HA 
FIRST SEEN some _ of wor! 
some one else. Postal cards always suggest to 
me either an idle clerk or office boy or some one 
with nothing but a “curiosity” be trea 
and they quickly reach a willow friend of mine 
ever close at hard. Perhaps you are now incu- 
some new bid for public notice! If you 
care to have it—well, say “DIFFERENT,” 
it might pay you to write me abont it—it might. 
I'm rather given to | making unusual things— 


RANCIS I, MAULE 
402 Sanso! 


No.1, m St., Philada., Pa 





PRINTERS’ INK. 


MAIL ORDER. 


Dy HUISVRIEND; mail-order journal;through 
8 States; 7c. agate line, Grana Rapids, Mich. 


——— ++ 
PUBLISHING at hea OPPORTUNI- 


YOUR 


OPPORTUNITY TO GET IN 
A PAYING BUSINESS. 





“Summit ” Carbon Papers are 
everywhere supplanting all others 
because they are something differ- 
ent—clean, pure, lasting. 

We have some exclusive terri- 
tory and liberal arrangements for 
reliable hustlers who apply imme- 
diately. 


MADE AND SOLD ONLY BY 


Union Ribbon & Carbon Company, 


Inc., 
46 N. 12th St., Philadelphia, U.S.A, 
Factory established in 1887. 











CUUDEUCRUGEUOESEEOD COOEEE 
BANKER or financial man 
Wishing to enter the publishing business, 
Can acquire a magnificent foundation 
Upon which to rear a great business structure. 
Already making 15 per cent, 
Its value can be multiplied 
Without additional investment, 
By s'mply developing this magazine 
In the way the field calls for. 
It isan opportunity to make $ 00,000 into $500,000 
While making a living and a@ career. 
That claim I make after 
Laying this proposition along parallel 
With uther like opportunities 
Which have been availed of. 
The promise is rich and risks very slight. 
Aman commanding $100,000 
And possessing good business ability 
Should call and see me if possible, 
Otherwise write. 
Of course inquiries should be accompanied 
With evidence of ability to handle the propo- 


sition. 
EMERSON P. HARRIS, 
Broker in Periodical Publishing Property, 
253 Broadway, New York. 


65 
BANES. 


YQ 
TO SAVINGS BANKS. 

We can furnish you with advertis- 
ing matter that will lift your 
news r expense account into 
the investment side of the ledger. 
We stand y to prove it if you 
will address 

LEONARD PRESS, 

220 Broadway, New York City. 
one 


FINANCIAL, 
BaAnkeres and trust co! company officers will 
please take notice that 1 offer the ‘keenest 
ever” line of safe ageg and savings bank cuts 
for newspaper ad nie reasonable prices. Ask 
“THI OFFICE BOY,” P. 0. Box 85, Los Angeles 


icra cached 
ZINC ETCHINGS. 


DD ar LINE CUTS at s)x cents per square inch. 
STANDARD, 61 Ann St., New York. 


FOR SALE. 
OR SALE—Daily, weekly and job plant. An- 
nual profits nearly $6,000. Good town; 15,000 


populates: excellent plant. Address AUD, ‘312 
est Jefferson St., Louisville, Ky. 
$5, 000 SKCURES control of monthly mag- 
azine that will stand full investi- 
gation. Party able to devote part of time pre- 
ferred. Address ‘D,” Prirters’ Ink. 
- SALE—One-half interest in a well-estav- 
ished Agricuitural Journal, published 
aes Rie pean. AD = A further infor- 
mation to WALTHALL PRINTING COMPANY, 
P. O. Box 486, Richmond, Va. 


WORTH KNOWING 


A Potter Angle Bar Web-Per- 
Fe Press; prints, pastes and 
folds 24,000 four-page or 12,000 
eight-page 24-in. column papers 
per hour for only 


$1,800. 


Sornelt Ang Automatic Power Book 
mmer, 33 in., square platen 
agin, x37 in., with revolving table 
28 in.diameter for 


$200. 


CARLIN MACHINERY & SUPPLY CO. 
Sandusky and Lacock Sts., 
ALLEGHENY, PA. 

















Intdvertising Mal fay 


one can always see the hand ofthe foot whe 


hand ofthe master, fool advertising 
master advertising pays all the time, 


Masler Advertising Copy 
en force of aomieeneien Shera Ak 
Frarklyr Hobbs, Himself” 


Caxton Bloc» 
Chicago USA. 
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ADDRESSING. 

NVELOPES. addressed for 75c. per M., wrap- 
rs 50c., from your own list. We sell the 
Standard Auto Addresser. Write us. B. F. 

JOLINE & CO., 123 Liberty St., N.Y. 

4 
ILLUSTRATORS AND ILLUSTRATIONS. 
SENIOR & CO., Wood Engravers. 10 Spruce 
e St..New York. Service good and prompt. 
DISTRIBUTING. 
[pmreworme through the agency of the 
Bernard Advertising Service in Ala., Ga. 
Miss., N. C. and 8. C., was tested five years ago 
by a trial order for distribution by the Peruna 
Drug Mfg. Co. ; now their books are distributed 
four times annually throughout the Southeast 
by the rnard Agency. You can learn the 
particulars from CHAS. BERNARD, 1516 Trib- 
une Building, Chicago. 
COIN CARDS. 


ms»? PER 1,000, Less ror more any p-inting, 
Do THE COIN WRAPPER CO.. Detroit. Mich, 
—_——~+oo———_ 


ADVERTISING 


Publicity of 
Mr. Thomas W. 


LAWSON 


is handled 
exclusively in 


AMERICA 
EUROPE 


by the agency 
that “ does things.” 





Can we do 
anything for you? 


H. B. HUMPHREY 
COMPANY, 


227 Washington St., 
Boston. 


Telephone Main 6431. 
Cable, Adhumco. 





PRINTERS’ INK. 


TRADE JOURNALS. 


#6 R®l ESTATE.” Amsteraam. N. ¥.. circu- 
iation 3.000. for real estate dealers and 
owners; $1 a year; names of buyers each month, 


Lut TIS SYSTEM 


Vg (WAT) 


ON CREDIT 


For Christmas Presents 

Wh: ive a cheap, ordinary Present, 
when, with five or ten dollars for first pay- 
ment you can give a beautiful Diamond 
Ring or High Grade Watch. 

The Famous Loftis System enables 
youtodothis. Write fordetails. Our Big 
Christmas Catalogue isa veritable Gol 
Mine of ful C 


an , 
today 
t delay, write to-day. 
Diamond Outters 
Watehmekers, 


a! y 
1000 handsome illustrations. 
copy. 4 


Dep 


for a Don 
OF TIS .eees. 
BROS. COS | 


TO MANUFACTURERS OF 


ADVERTISING NOVELTIES 


I should like to hear from one or two 
good Manufacturers of Novelties suit- 
able for advertising purposes, who de- 
sire New York representation. 

Such material, for instance, as could 
be used by the American Tobacco Com- 
pany (my principal customer) with whom 
my business amounts to almost two hun- 
dred thousand dollars annually. 

Whatever is good for them is usually 
good for my other trade as well. 

My location is central,in the new up- 
town advertising district, and my offices 
provided with every convenience—tele- 
phone, stenographer, etc.,etc. I provide 
every facility for the proper conduct of 
business in a notable building. 

I am in need particularly, just now, of 
a line of Celluloid Signs. 

f you can suggest something that 
might be used be Pahoa’ Pickles, Pearl- 
ine, Colgate & Co., Cheesebrough’s Vas- 
eline, Borden's Condensed Milk, Kirk- 
man’s Borax Soap, Edison Electric Light 
Co., Schepp’s Cocoa Singer Mfg. Co., 
all of whom [ have sold, that might also 
give a clue to the line I could handle to 
our mutual advantage. 


H. Cc. BROWN, 


Rooms roo1-2 
METROPOLITAN LIFE BUILDING, 
No. | Madison Ave., New York. 














department of hundreds of the 





INCREASING A BANK’S BUSINESS. 


Do you use a mailing list? Ifnot,why not? Mailing lists and use of same my specialty. 
Nine years’ experience selling addressing machines, installing same and being made familiar 
with the preparing and st of mailing lists through actual contact with the publicity 

argest concerns of the country, enable me to give good ad- 
vice, based on practical experience. To increase a bank’s business, by mail, is worth know- 
ing how. Advice letter No. 1 free on request. 


DAVID EDSON DORSEY. The Bourse, Philadelphia. 


Letter No, 2 will cost you $5. 











PRINTERS’ INK. 


HALF A CENTURY 


OF PRESTIGE 
AND POSITION 
-—AND— 
THE RICHEST PATRONAGE 


THE RICHEST CITY 


in the South com- 
bine to make. ., 


Che Richmond... 
Cimes = Dispatch 


A Prominent Medium 
For Profitable Advertising. 


—_——- 


TWO CENTS. 
Morning, Daily and Sunday. 


—_—— 


; (2 CIRCULATION, 20,241. 








The 
Georgetown 


College 


Journal, 


Washington, D. C. 


Advertising Rates: 


Whole page $15. For one year $75. 
Half page $10. For the year $50. 
Quarter page $5. For the year $25. 
Two inches for the year $20. 

One inch for the year $10. 


Subscription Rates: 


If paid before Dec. 1, 1905, $1.00 
After Dec. 1, 1905, . ~ « 1.50 


WARD CANNON, 
Business Manager, 1905-1906. 














Branch Out and Shout. 


Would you care to open another store or 
branch office in a a of tifty thou- 
sand people with incomes of not less than 

000.00 a year, if all costs of maintainin: 
ting the store did not exceed $85.00 


It seems like a good idea, doesn’t it? Well 
ret ir an idea, it’s an actual possi- 
ility. 


THE HOUSE BEAUTIFUL 
MAGAZINE 


is the American authority on household 
decoration—it has a devoted following 
among persons of taste and means. Fifty 
thousand copies, each month to women and 
men who are keen about their homes—who 
read the paper from cover to cover, and ac- 
cept advertising on our recommendation as 
worthy of their patronage. 

Because of the standards we establish, 
their incomes of necessity cannot be less 
than $3,000.00 a year, And you may well be- 
lieve that people having smaller incomes 
are not likely to pay $2.00 a year for a mag- 
azine that merely leads them tospend more. 

You cannot do better than locate in our 
commonwealth. December isa good month 
for the opening. You reach intelligent, 
self-respecting people who buy the best of 
everything, Forms close November first. 


$85.00 buys a magazine page. 224 agate lines. 
Magazine quarter pages, $21.25 monthly. 
ERNEST F. CLYMER, 
, Advertising Manager, . 
290 &tate Street, Chieago, Ill, 














To thoroughly Cover the mela 
State of Maine advertisers 
should consider the 


Waterville 
Morning 
Sentinel 


Total circulation for the month of 
September was {32,733, an average 
of 5,309 for each issue. It is the 
greatest record yet made by the 
youngest of Maine’s Daily News- 
papers. 


Send for terms and sample copies, 


Waterville Sentinel Pub. Co., 


Waterville, Maine, 


H. Crarence FisHer, Representative, 
634 Temple Court, New York. 





68 PRINTERS’ INK, 





To Publishers 
Interested in the 
Advertising of the 
American Tobacco Co. 


If you publish a paper in which the 
advertising of this Company would be 
specially effective, then it would pay you 
to have the merits of your publication 
brought to the eee 4 attention of the 
particular department of the Tobacco 
Company doing the advertising, at the 
time they are giving out the business, 

The American Tobacco ‘Company is 
my principal customer, and I do an an- 
nual business with them amounting to 
almost two hundred thousand dollars. 

My offices are located in the heart of 
the new uptown advertising district, 4th 
Ave. and 23d Street, and I am in con- 
stant touch with all that is going on in 
the advertising world. I would like to 
represent a good publisher in this field. 


H. C. BROWN, 


Rooms 1oo1-2 Metropolitan Life Bldg., 
4th Ave; and 23d St., New York City. 


Montana Copper Shares 


To keep in close touch with the 
Copper situation in Butte, read 


The Anaconda Standard, 


Montana’s representative 
newspaper. 


The STANDARDis reliable and its 
mining news is more complete than 
that of any other newspaper in 
Montana. 

While the STANDARD is pub- 
lished in Anaconda it is the leading 
newspaper in Butte. Sample copy 
will be mailed on request. 


SUBSCRIPTION PRICE: 
Daily and Sunday, per month, $1. 
Daily and Sunday, per annum, $10. 


The Anaconda Standard 


ANACONDA, MONT. 

















A MONOPOLY! 
In Seattle. 


Population 
170,000 
ONLY ONE 
Morning Paper 
THE P.-I. 
Everybody 
Reads It. 














A Popular Magazine 
For Sale. 


This magazine, now being pub- 
lished in New York, is well and 
favorably known, and could be 
bought either in whole or part. 
The present owner has other re- 
sponsibilities and no time to prop- 
erly attend to this magazine. He 
feels great confidence in the future 
of the magazine, and would be 
willing to accept part payment in 
stock in a company incorporated to 
publish the magazine, or would 
accept a cash sum for a part inter- 
est—the entire cash amount to be 
used in developing the property. 
This magazine is now earning a 
small profit, and there is no reason 
why the income should not be from 
$20,000 to $30,000 yearly within 
twelve or eighteen months. At 
least $10,000 is required. A splen- 
did opportunity for an editor or 
publisher of experience. Address 
“PUBLISHER,” care of Print- 
ers’ Ink. 














PRINTERS’ INK. 
a: 





Can You Make a 
Place for an Order-Getter? 


A successful, all-round business man wants a place with even better, brighter 
rospects than the bright ones of the position he is now filling, and can fill until he dies, 
Veoe-sear 30—of excellent health and habits, energetic, ambitious, with plenty of 
push and a record of which any one could well feel proud. I am counted a first-class 
salesman, have made quite a reputation as a correspondent and advertising man. I 
have helped largely to build a great, high-class business—you know of it ;—have pro- 
duced ete of successful, though economical, catalogues, booklets, etc., of which 
experts like Mr. Zingg have said many a favorable word. Well posted on business and 
labor-saving systems in general. Can handle an office force and produce results. 
high-class manufacturing business is preferred (office position), though I am not par- 
ticular about the kind of business or location, as long as there isa fairly attractive salary 
to start and a chanoe that it can be developed into something good by , Sone Please 
give plenty of details of what you can offer and let me tell more about myself. 
. “ GEORGE WASHINGTON,” care of Printers’ Ink. 














The International Edition of 


Profitable Advertising, 


The Maguzine of Publicity, 


NOW READYY. 


An Event of Uncommon Interest to Bankers, Brokers, Finan- 
ciers and all other Business men. 


This International Edition of PROFITABLE ADVERTISING is 
the most pretentious effort ever attempted in advertising jour- 
nalism. Nothing approaching it in size and importance has ever 
occurred in the history of advertising. Ordinary issues of ‘‘P. A.” 
give great value, but the International Edition contains over 320 
pages of the most intensely interesting reading pertaining to 
every phase of publicity in all parts of the world—all profusely 
illustrated in black and white and colors. The handsomest cover 
design ever shown in four printings and gold. 


Note the Names of Just a Few of the Contributors and the Topics Treated. 
Frank Colebrook on “ Tarriffless Among the American contributors 
Great Britain.” re: 
Wm. Hy. Beable on “Continental 
Anvertens. 


are: 
Hon. J. Hampton Moore on ‘‘ Com- 
mercial Expansion by Individual 
a E. Derrick on ‘‘America’s’ Effort.” 
Foreign Trade Opportunity.” J. Walter Thompson on “ Purchas- 
Edwin Pugh on “Advertisinginthe ing Power of America.” 
British Colonies and India.” 





3 harles H. Fuller on ‘‘ The Ameri- 
Street on ‘‘ Advertising in can agency Abroad.” 
_ H. H. Douglas on ‘Foreign Products 
in America.”’ 
. 8. Houston on ‘International 
Flag of Trade.” 
Ralph Holden on “ Tariff Not An 
Insurmountable Barrier.” 
_ J. W. Barber on “ Conditions A ffect- 
ing Foreign Firms.” 
J. Morrison on “ Pitfalls of Ex- 
port Advertising." 


lish Newspapers.” 
Philip Smith on “ MailOrder Adver- 
tising in England.” ey 
Watson MacKay on “Great British 
Advertisers’ and “ American Adver- 
tisers in Great Britain.” 
_ John Fred Jones on. “ Advertising 
in France.” : 
J. H. DeBussy on “ Advertising in 
Holland.” 
Charles Russell Frazier on ‘‘ Adver- 
tising in Hawaii.” 


Price for single copies of the International Edition 25 cents. 
Let your subscription order begin with November and include 


this issue at $2 per year. 


Foreign $3 per year. 


PROFITABLE ADVERTISING, Boston, Mass. 
KATE E. GRISWOLD, Publisher. 














PRINTERS’ INK, 


JAMBS RASCOVAR, President. COLLIN ARMSTRONG, Treasurer, 


ALBERT FRANK & CO. 


Established 1872. 


GENERAL ADVERTISING 
AGENTS. 


Recognized Leaders in Financial Advertising. 


BROAD EXCHANGE BUILDING, 
25 BROAD STREET, NEW YORK. 


CHICAGO: PHILADELPHIA: BOSTON: 


218 LaSalle St. 420 Sansom St, 109 State St. 














Bank Advertising. 





I WRITE ADVERTISEMENTS FOR BANKS, 
NOT THE READY-MADE KIND, BUT A 
SPECIAL SERVICE FOR EACH CLIENT. 
SEND FOR A SAMPLE OF MY BOOK OF 
PROVERBS ON THRIFT. 


Joun B. DAmpMaAn, 
501 Colonial Bldg, Reading, Pa. 
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STOP! LOOK! LISTEN! 


If you wish value received for your money, advertise in 


THE LYONS REPUBLICAN, 


ESTABLISHED IN 1821. 


The best and most progressive country weekly in the Empire State. 
Present dona fide circulation 2,600, and increasing every day. 

Nearly double the circulation of any other Wayne County paper. 
Read what its daily contemporaries say ; 


Truly THE REPUBLICAN is one of the pioneer journals of the State. It signalizes 
its eighty third birthday by changing its form to an eight page eight column publi- 
cation, under the able and progressive management of Charles H. Betts, editor and 
proprietor, during whose seven years’ connection with the paper its popularity and 
prosperity has steadily increased.—Rochester Evening Times. 

THE REPUBLICAN has been a prosperous newspaper as long as it can remember. 
Its uniform excellence has earned its prosperity, and never more so than under its 
present proprietor and editor, Charles H. Betts —Rochester Herald. 

THE Lyons REPUBLICAN celebrates its eighty-third anniversary by issuing a hand- 
some, illustrated enlarged number for last week. This issue marks the beginning 
of presentation of the paper in a new and improved form, consistent with the 
spirit of progress existing with the conduct of this journal.—Syracuse Post Standard, 

THE Lyons REPUBLICAN, in honor of the eighty-third anniversary of its birth, 
appearsin enlarged and improved form. It is one of the oldest and at the same 
time one of the most up to-date weekly papers in the country, and under the 
ownership of Charies H Betts is proving worthy of its honorable history and best 
po gr aes may it grow in influence and prosperity.—Rochester Democrat 
an ronicle. 


THE Lyons REPUBLICAN is published at the County Seat. It is 
read by the best families in Wayne County. It is read by the people 
who have the money to pay for the goods you advertise. This is an 
important point. Write for rates. 


CHAS. H. BETTS, Lyons, N. Y. 
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f For Banks or Business Houses 


Handsome Rules 
Make the BEST Advertising Medium. 








We are HEADQUARTERS for all grades. 


Our Specialty: COLORED RULES of Finest Finish. 











SEND FOR SAMPLES. 


Westcott-Jewell Co., 
, 12 Bayard Street, Seneca Falls, N. Y. 
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‘A Gilt-Edge Investment. 


The great growth in advertising space since 
January 1, 1905, places the New York 
TRIBUNE as an advertising medium way 


Above Par. 


Advertising in the TRIBUNE is 


Not a Speculation. 


Write for advertising rates, and contract discounts. 


THE NEW YORK TRIBUNE 


NEW YORK. y 








= 








“MAKING A HIT. 


We received your specimen book and think it is O. K. It will 
make ordering an easy matter for us, and you will hear from us fre- 
quently in the future.—Zggert Printing Co., Wauwatosa, Wis. 








My sample book seems to be making a hit with 
the printers, judging from the number of testimo- 
nials I receive daily, and if they don’t send imme- 
diate orders, they faithfully promise to remember 
me the next time they are in the market. The 
printer who misses the opportunity of securing one 
of these books will never forgive himself when he 
realizes that he has been charged all the way from 
$2 to $5 alb. for inks which I am glad to sell for 
$1, cash with order. When my goods are not found 
as represented, the money is refunded, also the 
transportation charges. Address 


PRINTERS INK JONSON, 


17 Spruce St., New York. 
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Measured By 
Every Standard of 


Advertising Value 


the following eight papers are known to be 
absolutely ¢he dest mediums through which 
to reach the most progressive and well-to-do 
farmers and their families living in the richest 
section of the Union. 


THEY PRODUCE CASH RESULTS 


not only in direct sales, but by creating a de- 
mand on the dealers living in towns of 10,000 
inhabitants or less. Over sixty per cent of the 
entire 80,000,000 people living in the United 
States reside in these small towns. The mag- 
azines do not reach them. Wedo. If your 
trade is slack with the small dealer use these 
papers for a year and you will be surprised at 
the increase in your sales. 


* Breepers’ Gazette, Chicago, Ill. 
* Wattace’s Farmer, Des Moines, Ia. 
* Farmer, St. Paul, Minn. 
* Daxota Farmer, Aberdeen, S. D. 
Onto Farmer, Cleveland, O. 
Micuican Farmer, Detroit, Mich. 
Wis. Acricutturist, Racine, Wis. 
* Hoarn’s Dartryman, Fort Atkinson, Wis. 


May we talk it over with you? 


Wattace C. Ricuarpson, 


Eastern Advertising Manager, 
725 Temple Court, New York City. 
Telephone 5561 Cortlandt. 


* Represented in Chicago by GEO. W. HERBERT, 715 First NationaL Bank 
BuILDING. 
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These BankersSay 


that street-car advertising pays them 


AMERICAN SECURITY AND TRUST CO. 

Wasuincton, D.C., Aug. 23, 1905. 

S our contract for street-car advertising has now expired, I write 

to express my satisfaction in the results from this form of publicity. 

Since I took charge of the advertising for the American Security and 

Trust Company, last September, our deposits have increased over a million 

dollars, and our foreign exchange business has jumped nearly seventy per 

cent. during the first six months of 1905. We cannot help attributing 

part of this increase to the advertising, and while it is manifestly impos- 

sible to trace any results directly to the street-car publicity we nevertheless 

feel that this has had its large and important share in the general results. 

«« Yours very truly, (Signed) C. A. ASPINWALL.”” 
In — of ee 
PROVIDENT SAVINGS BANK 

Battimore, Mb., Sept. 20, 1905. 

T is of course difficult to say, with precision, what benefit we are 

deriving from our street-car advertising. We do get definite in- 

quiries about two lines of the advertising: loaning money on mortgages 
and renting safe deposit boxes. 

«« But about the main business of Savings Bank deposits it is not so easy 

to speak intelligently, for people do not say what led them to come to us. 

«« The fact remains, however, that we are opening a great many new 

accounts, and we are doing zo other advertising, and we feel like draw- 

ing the natural inference. 
««We are therefore pleased and satisfied to go ahead on the present lines. 
«« Very i yours, ELISHA H. PERKINS, President.’’ 


SOVEREIGN BANK OF CANADA 


R. D. M. STEWART, Vice-President and manager of the 
Sovereign Bank of Canada, launched his bank in 1902. He 
broke away from the old banking methods so far as advertising was con- 
cerned and used the street cars in Toronto, Montreal and other places. 
Conservative Canadian bankers raised their hands in horror at this icono- 
clasm—the idea of a bank advertising in the street-cars—but Mr. Stewart 
kept on getting out very attractive cards with convincing arguments telling 
why people should deposit their money in the Sovereicn Banx. The 
people were impressed with the bank’s street-car advertising and in in- 
creasing numbers deposited their savings with the Sovereign Bank. 
«« The record of this bank is the most phenomenal in the history of 
Canadian banking, considering the time the bank has been open. Last 
year the increase in the desposits amounted to about $3,000,000.00,”’ 
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@ The following Banks (79, including the before named three) 
are also street-car advertisers and we have no doubt that, if 
asked, they would say that street-car advertising pays them 
too. - ~ oe pn at to mente you oan them. 


~ SS 

Washington, D.C. “a 

‘Amerisant Security & Trust Co. ery kd National Bank 

Commercial National Bank. Ph on N. 
Jacksonvilie, Fla. eazonne Trost Company 

The Florida Bank & Trust Co. Nort eSeac S Title Guarantee Oo. 
August, Ga. 

erchants Bink es ae Gut, N.S, 

Chicago, Ill. 

—_ pational Bank of Englewood Jegsey City, Nd Con 

ndustrial Savings Ban > 

Kenwood Trust & Savings Bank Pw Jersey Title Guarantee & Trust Oo. 

Milwaukee Avenue Ban ontolatr. N, J. Co 

peoples Trust ry a Bank - Newark, WJ air Trust Company 

poe pla ll an Bloomfield Savings Bank 

bet Trust & Savings Bank F Prog | a Company 
Decatur, 

National "Bank of Decatur Fiat. Dine Savings Bank 
Joliet, Ill. Paterson, yy a. Cc 

itizens Tru mpany 
First National Bank Wenilten fea Conenes 


Peoria, Ill. 
Commercial National Bank Perth rg em 


Interstate Bank & Trust Company Perth mor’ ‘Trust Company 


Buffa 
Pee National Bank fi, National Bank 
Kingston. 


ere Wedienal Bank P. ingston n Savings om 
agara Falls 
Sangamon Loan & Trust Company Imperial Bank of Canads, 


Ft. Wayne, Ind. 
First National Bank (have been advertising ae wg: Bank 


N. Y. 
Ph re mag — but are now out of cars) Cocimecctal National Bastt 
Merc mm? Loan & Trust Co. U Rn cong a4 rust Company 
Clinton, First National Bank 
Clinton ‘Savings Bank = oo National Bank 
Des Moines, Ia. Akro' 
Century Savings Bank onnl ‘National Bank 
Sioux City, Ia. Cleveland, O. 
Woodbury County Savings Bank B way Savings & Trust Co. 
Waterloo, Ia. land Trust Gompany 
Commercial Bank lian Trust, 
Topeka, Kans. h Avenue Savings rf Bank Oo. 
tate Savings Bank Wi ee Avenue Savings & Trust Go, 
Baltimore, Md. Cincinnati, 
Commercial & Farmers National Bank Guarantee Pritle & Trust Company 
Provident Savings Bank Toronto, On 
Detroit, Mich. _Borersign Bank of Canada. 
Detroit United Savings Bank 
Home Savings Bank Patio’ Trust Company 
Michigan Gavinas 8 ‘Bank Second National Bank 
State Savings Bank Jackson, Tenn. 
Duluth, Minn. Union Bank & Trust Company 
City National Bank Memphis, Tenn. 
Duluth Savings Bank Bankers Trust Company 
First National Bank Dallas, Texas, 
St. Paul, Minn. Western Bank & Trust Company 
Security _ Co. Hampton, Va. 
Jackson, Mis Bank of Semoton 
Security Savings Bank Appleton, W 
St. Joseph, Mo ucommercial National Bank 
Gam ne Valley and Trust Company oMlilwankeo eect Comeene 
oN, shkosh, 
oe ae States Trust Co. poorman Nati onal Bank 
, est Superior, Wis 
Fidelity Bank a State Bank 





For the reasons why ‘street-car nuit cing pays ‘dion wk wi ra aa teh 


could successfully conduct a national advertising campaign in street-cars, addres 
THOMAS BALMER, Advertising Director 
Street Railways Advertising Company 


Flatiron Building, New York 


Controlling the rp) car’ advertising space almost everywhere throughout 
the United States, Canada and Mexico 
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The Annual Financial Review 


(Tenth Edition) 


che ew York Cimes 


WILL APPEAR 


JANUARY 7th, 1906. 


ogo o 
Tue New York Times is recognized as the lead- 
ing and most largely circulated newspaper in the 
United States, that makes a specialty of financial 
news. THE ANNUAL FinanciaAL REVIEW presents a 
more thorough and comprehensive review of the 
year’s financial and commercial operations than any 
other publication. 
It will contain: 
1. Complete summaries of movements 
of stocks and bonds, and of the 
grain and cotton markets. 
2. Articles on important topics by 


leaders in the financial and com- 
mercial fields. 

3. Special letters from all parts of the 
United States and from foreign 
countries. 


Tue AnnuaL Financiat Review will 
have a wide circulation among banks 
and stock exchange houses. The rate for 
advertising is one dollar per agate line. 
Minimum space, five lines. 


ogo Oo 
SPECIAL TO BANKS AND TRUST COMPANIES, 


Tue ANNUAL FinanciAt REvIEw will contain a: 
Directory of Banks and Trust Companies in the 
United States. The cost for representation in this 
Directory (ten lines) is $10.00. There is no bet- 
ter opportunity offered to bring the attention of 
financiers to your bank or trust company than through 
an advertisement in THE ANNUAL FINANCIAL REvIEw. 


THE NEW YORK TIMES. 


“All the News That’s Fit to Print.” 
TIMES SQUARE, NEW YORK. 
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BOSTON ADVERTISERS 
Place THE TRAVELER First. 





Of Twelve Leading Department Stores, THE TRAVELER carries the 
advertising of every firm. 


DEPARTMENT STORE 


Comparison of the One Cent EVENING 
PAPERS for September, $905: es 


TRAVELER (2 firms) 28,436 


RECORD (9 firms)  . . ‘ 16,287 
AMERICAN (8 firms) ~ « 26,789 


NOTE—Advertising of the new Siegel store: American, 
17,721 lines (all other stores, 9,068 lines); TRAVELER, 
12,791 lines (all other stores, 15,645 lines); Record, 7,954 
lines (all other stores, 8,333 lines). 


Of Eleven Leading Clothiers, THE TRAVELER carries the adver- 
tising of all the firms but two. 


CLOTHING STORE 


Comparison of the One Cent EVENING 
PAPERS for September, 1905; 


LINES. 


TRAVELER . . . 12,240 


RECORD > « « «© »« Same 
AMERICAN . e e . e 3,924 


Of Mine Leading Furniture Stores, THE TRAVELER carries the 
advertising of all the firms but one. 


FURNITURE STORE 


Comparison of the One Cent EVENING 
PAPERS for September, 1905: 


LINES. 


TRAVELER . . . 7,603 


RECORD. . . . .« «+ 3,646 
AMERICAN. . . «. «. 3,447 





SMITH & THOMPSON, Special Representatives for Advertising, 
POTTER BUILDING, NEW YORK, TRIBUNE BUILDING, CHICAGO. 
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‘Principles of the Mail- 











Order Business—— 


By ARTHUR E. SWETT. 


The most ommaieie, comprehensive and practical volume on the mail-order 
business ever goes Contains over 100 pages of solid reading matter, 
illustrated with many cuts. 


Third Edition, Revised and Enlarged 


If you intend to start in the mail-order business, or are in the mail-order 
business at the present time and feel the need of further advice, informa- 
tion and help, do not fail to send fora copy of this book. Below will be 
found a very brief 


ronson of the Principal Chapters 


Chapt eatllies of the Shows quent creditors. How to keep the percent- 
the. - ong a ies of oes ma eeret age of losses down. Examples of dunning 
arket letters. Do not go into the trust-scheme 
their goods oy this method either by. sell- business without reading this chapter. 
ing to retailers, smaller -order dealers, Chapter XIII. Advertising mediums. Im- 
or valet | to the public. portance of buying the right class of cir- 
e standpoint of the small culation. Value of the different monthlies. 
dealer. iow to begin the business as a side- How toplace he in —— oe ull. 
we | necessary experience to Cha; er Vv. aphical _— 
go in deeper. dy -print circulars and cat- la; my 
alogs. How to keep records by the card in- ing-matter ads. A flat rate. C ined 
dex een How to follow up inquiries, ete. Position. How to send copy, etc. 
III. er XV. Postal pointers, What you 


Cha: 4 e catalog business, How tt 
the profitis made. © The evolution of a mail- ought to do and what you ou, nd ae to do. 
order en ge How a customer is secured. Postal regulations and infrac' 
The kind of Chapter XVI. The future rowth of the 


ads that pull. Amonnt of 
money to spend in I ng ane ow to mail-order business. This class of trade 





place it advemtageen 7. 
Chapter 1V._ The follow a) bs egg Ex- 
amples of follow-up letters that bring a 
e percentage of orders. 
pter V. The class of goods for them 
and with limited capital. How to grow 
gy ot 0 whe more pretentious 
ic. 2m 
er VI. oes ~~ ae ghagents. 
The right method. Price and profit. Ex- 
amples of good ads and letters. 

Cha ter VII. “Hints by the Way. ” Prace 
tical experience of a concern that has suc- 
ceeded where others failed. Three follow- 
up letters that will prove excellent models 
for many mail-order dealers. 

Chapter VIII. The mail-order medicine 
business. Inquiries, and how to turn them 
into orders. The value of testimonials, and 
how to getthem. The price and boil emg t. 
The value of a —_ | eae ete. Examples of 


Bo0d ads and lett 

Chapter IX. Selling medicines through 
agents. How to get agents and how to keep 
them. Theliterature. Selling on consign- 
ment and making collections. Three strong 
letters toagents. This 4 a long chapter 

the subject is fully cove: 
rX. Giving satisfaction. Prompt- 
ness fn fl orders. Slack methods and 
where the lead. keystone of a suc- 
cessful ~ 1 business. 
Cha; Legiti schemes. How to 
make a bie profit and still give satisfaction, 
Samples of scheme circulars and follow-up 
letters. An example ofa gen scheme given. 
Chapter X1I. e trust or consignment 
scheme is gone into fully. “The aut or has 
had wide experience in this class of busi- 
4 and speaks with full knowledge. The 
t class of articles and premiums are 
shown in the light of practical experience. 
Where to buy at lowest prices. How to get 
replies at the lowest possible figure. Deiin- 


This chapter shows the way to “key” your 


ads effectiv 
Cha: ter XP il. “Miscellaneous Schemes.” 
Matrimonial bureaus and their operation. 
The right class of es literature, 
Courses in hypnotism and the immense 
pro rofits realized Palmistry, }. B. and 
ie Awe Culture are also given attention. 
How to start a successful book or subscrip- 
tion business by the mail-order method. 
aaa books that sell. Valuable points on 

ing contests and puzzle offers. 
ehap ter XVIII. Gives exhaustive con- 
sideration to the Seeger of Financial Ad- 
vertising. How toget mail-orders for invest- 
ment securities, and speculative a 
Literature and methods. 


The discretionary pool. Ge . 
schemes. Real estate advertising. Building 
and loan societies. Selling mining stocks. 
Follow-up letters, ete. =e letters 
showing the right sort of arguments to use. 
er XIX. This chapbee & ives a plan 
for working up Overy OS potted - business. 
Small capital is req re to get 
g00ds that will sell.” 3 cana rg valuable 
— for every beginner 1n the mail-order 


Chapter XX. Cortains a number of letters 
of mail order firms (names omitted) who 
were not succeeding as well as they — 
or who had made absolute failures of t! 
business. The reasons for the lack of success, 

The Appendix connate the names = 
manufacturers and 
mail-order men with Foot supplies — 
pee ee needed in their business. Full 

are given, 


This book is a mine to all mail-order men and other business men who wish 
to extend their business. It will give you the requisite knowledge to enter 
the business intelligently, and with prospects of success. Send for a | 


of this great 


book to-day, which will cust you but $1.00 postpaid. 


purchasers receive a year’s subscription to ADVERTISING free. 


A. P. SWETT, Royal Insurance Bldg., CHICAGO 
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Unique and Novel 





Advertising 





Matter 
Sells 
More 


Goods 


Pamphlets 
Booklets 
Catalogs 
Trade Marks 
Store Hangers 
Show Cards 


Advertisements 

















Sketches and drawings submitted on approval ; 
completed work charged for. 


We would be pleased to go into the matter 
with those in need of such work. 


Address _ 
Bureau of Writing and Designing 


Lyman D. Morse Advertising Agency 
38 Park Row, New York City 


Advertising also placed in all publications 
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THE 27th YEAR OF 


TOILETTES 


BEGINS WITH A 
Price Reduction 
To J 5 Cents RETAIL. 


The edition of “Toilettes” is guaranteed 
to be 


80,000 COPIES. 


This reduction, the most popular move 
in this age of fashion magazines, will more 
than double its circulation in 1906. 

The publishers are inaugurating the most 
unique campaign to accomplish this. 

“ Toilettes” will be enlarged and better 
than ever, because of its new features, and 
the addition of new artists and expert writers, 


.JUNIOR TOILETTES.. 


The only magazine of its kind is, like ‘‘ The Little Schoolmaster,”’ 
aworker, Ask any bookseller about its growth. 


Y vio TMP Sere 
D R yt f Demand for “ww 
$ \" Fabrics originates with Ay, 
of the Horne and theDressmaker, “+, 
G O @) DS Retailers buy to meet that demand AND 
THAT ONLY. From woman to retailer, ree 


° _ havee link 
An independent organ for fag sdk ema ate seetmatiieaid 


American dry goods merchants. DRY GOODS—the merchant's paper—the paper 
A monthly illustrated magazine with ideas, advance news, advance styles; 
hratine dic dichercel TOILETTES—The American Fashion Au- 
ree eee eK: thority — reaches every dressmaker and 
of the dry goods trade and in- many thousand homes; 

dustry. “The finest magazine JUNIOR TOILETTES—Young Folks’ 


i — f the mothers of 
in the world—above the com- le scailinn 


mon.” OVER A QUARTER MILLION READERSE 


Subscription—$2.50 a year. TOILETTES FASHION COMPANY, 
% 172 FIFTH AVENUE, 
Max Jagerhuber, Editor. New Yorn 


Amite. LOILETTES FASHION COMPANY, 


Toilettes Fashion Building, 172 Fifth Ave., Cor. 22d St., New York. 











PRINTERS’ INK. 


THE BOSTON HERALD 


HAS BEATEN ALL PREVIOUS 
NEW ENGLAND RECORDS IN 
DISPLAY ADVERTISING. 


In the first nine months of this year the 
Display Advertising in The Boston Herald 


INCREASED 1634.99 COLUMNS 


over the first nine months of the previous year 
—a gain 56.7 per cent greater than its nearest 
competitor’s. 

In September, this year, the display ad- 
vertising in The Boston Herald 


INCREASED 434.55 COLUMNS 


over September, 1904—and the total amount 
of display advertising during the month was 
exactly 24,096 lines more than that carried by 
its nearest competitor. 

In the first three weeks of October, this 
year, the display advertising in The Boston 
Herald 


INCREASED 263.15 COLUMNS 


over the same period last year. 

The merchants of Boston spend more 
money in advertising in The Boston Herald 
than in any other newspaper in the city— 
because 


The Herald Sells the Goods 
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THE MINT 


MAKES MONEY WITHOUT ADVERTISING: 
NO ONE ELSE CAN. 


This ‘‘ad” costs us $40.00 per week. About 
500 firms have answered it before; perhaps you 
were one; if not, you cannot invest 2c. and one 
minute’s time more profitably. We will, for the 
asking, send you our 


60 PACE CATALOC, 


samples of imitation typewritten letters, envelopes, 
etc., with prices, free. You could not buy the 
information this catalog contains for $500.00. 

You can tell in 60 seconds how many 
general stores, dry goods, clothing or grocery 
stores, hardware or any other lines, there are in 
any State or the total number in the United States, 
It tells how many banks there are in each State, 
how many farmers, mail order buyers, professional 
men or any other classification you may want to 
reach. It gives the number of investors in each 
State; how many manufacturers there are of every 
kind; in short, it is concise and complete. 

It gives many pointers to bright advertisers, 
You do not have to tell everybody where you 
got them, but you can profit by them—and they 
cost you nothing. 

Our imitation letter department is one of the 
largest. 

We have been in this business and building 21 
years. 

We occupy 27 rooms on one floor. 


Trade Circular Addressing Company, 
121 CLARK STREET, CHICAGO, 
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Don’t Do It the Way Your 
Competitors Do—Be Original 
and Keep Out of the Rut. 


If your catalogs, your booklets, folders and printed 
matter in general are like the other fellow’s, you are 
missing an opportunity. If you presented your busi- 
ness story in a new way, dressed up in a striking, 
novel and pleasing manner, you would have an ad- 
vantage, the importance of which is great, indeed. In 
most lines of business the advertising matter used has 
a family resemblance, and it is hard to get out of 
the rut. It can be done though, and when it’s 
properly done it is most effective and, therefore, profit- 
able. It pays to study out new ways of doing the 
same old thing, new methods of approach and new 
effects in printed matter. We make a special study 
of this branch of the advertising business, and if you 
are anxious to get out of the rut and produce some- 
thing which will lift you above the horizon a little 
further than you have ever been before, send us some 
examples of your previous publicity and ask us what 
we would suggest. 





THE GEORGE ETHRIDGE COMPANY, 


Hartford Building, No. 4l Union Square, New York. 
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COMMERCIAL ART CRITICISM 


BY GEORGE ETHRIDGE, 


_~ READERS OF PRINTERS’ 
CRITICISM OF COMMERCIAL ART 


Anything that will bring rest 
for the weary is worthy of the 
highest commendation, as this is a 
weary world at the best. It should 
be remembered, though, that the 


INK WILL RECEIVE. 


33 UNION SQUARE, N.Y. 
FREE OF CHARGE 
MATTER SENT TO MR. ETHRIDGE. 


“that tired feeling” in a very lim- 
ited time, no matter how strong 
the eyes of the beholder may be. 
This device seems to be an ex- 
cellent thing and deserves good 





Rest for the. Weary” 


If you are tired 
you aoeseat beginning to sit up 
a long illness you will —, 


Dr.. Day’s 
Comfort Sporinig 


is just what you need. The most 
perfect bed for all ordinary uses be- 
sides its distinctive feature. the 
Hinged Head and lifting device 
which, permits any desired adjust- 
ment. It raises the entire body from 
the hips and supports it restfully at 
any angie, In this way there is perfect 
relaxation. A few moments so spent 
will rest and refresh one more than 
bours = a lounge or cou 
Nos ping dows, as with 

y ‘read ning is full 
ural. Asthi 








i ts enathy 


The 
weit othe b body is balanced by sprin, 
po —e aman, The separ 
bed wi ™m p looks like ro 
other, er caaae used flat like an ‘cofianry spring. 
Get a Comfort 


Do you 
and learn what real comfort fs. 
Don ey 2 sickness. Order now and = 
Joy the best bed posever slept o1 _. poe - A 
mess come you wil prepared and wil mn 
4 the justable feature invalu- 


«Worth Tee evry day case of 
ness,” 1 Smee eae acy 


‘and trained D: 
2 Bon sany ay bed cove os the 

‘This Trademark — sprin; 
en every Spring. Waite f for or Catalog, Address vi 


Comfort spring Vompany, 499 Sesten Ok, deel, 


“REST FOR THE WEARY™ 











eye is one of the first parts of the 
human anatomy to feel fatigue, 
and the advertisement of Dr. 
Day’s Comfort Spring, marked 
No. 1, is calculated to produce 


advertising. The copy discloses 
the fact that it is a bed-spring 
which can be adjusted to any re- 
quired position, and that it can be 
lifted easily and supports the body 
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perfectly without slipping or sli- 
ding, no matter what position it 
may take. This sounds like an 
excellent story, but why did this 
advertiser think it necessary to 
illustrate it by a picture of an en- 
tire room with most of its con- 
tents, when a clear, distinct, little 
sectional picture, as in the illustra- 
tion marked No. 2, conveys the 
idea much more satisfactorily and 
clearly, and has the further merits 
of strength and attractiveness? 
* * * 

Here is one of an excellent 
series of newspaper advertise- 
ments, advertising Underberg Bit- 
ters. This particular ad occu- 
pied a generous three column 
space, but it would have been 
hard to lose in a much smaller 
space. It is well balanced and at- 
tractive. The bottle in the origin- 





The Best 
-Bitte 
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al advertisement showed up to 
good advantage, the name of the 
article advertised is well dis- 
played, there is plenty of room for 
the copy, and the people shown are 
thoroughly human and seem to 
be enjoying themselves. This is 
an example of strength and viril- 
ity without useless detail. 
* * * e 


Here is a full page magazine 
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advertisement of the American 
Embossing Company, advertising 
high-grade embossed letterheads. 
The advertisement assures the 
reader that a business is very 
quickly judged ‘by the stationery 
used in its correspondence, and it 
might be said with equal truth 
that an advertiser is very quickly 
judged by the character of the 
illustration he uses. If high- 
grade, dignified, refined stationery 
is essential to the success of a 
business man, illustrations of a 
similar character are equally val- 
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uable to the advertiser who seeks 
the custom of the aforesaid busi- 
ness man. The illustration used 
by the American Embossing Com- 
pany in this advertisement looks 
cheap and extremely common- 
place. It is a crude and amateur- 
ish drawing, meaning nothing in 
particular, telling no story and 
pointing no moral, and the post- 
man shown is not a person likely 
to create a favorable impression. 
It looks very much as if this con- 
cern is following a course in its 
own advertising which it is ad- 
vising other people not to follow. 
* * * 

Herewith is reproduced a strong 
and simple quarter page adver- 
tisement of the Liebig Company. 
The advertising of this concern, 
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both in the newspapers and mag- 
azines, is marked by praiseworthy 
characteristics. Most of the ad- 
vertisements used occupy small 
spaces. and the space is used 
most judiciously; the result 
achieved being attractive and 
strong, even in the little news- 
paper advertisements which occu- 
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py only two inches single column. 
It has often—and truly—been said 
that one of the most difficult 
things is to use small-space in a 
manner which gives it the maxi- 
mum advertising value, and the 
Liebig Company’s publicity is an 
excellent example of how this 
problem can be solved if gone 
about in the right way. 


—_+o+—___—_ 
SHOULD HAVE BEEN ADMITTED 
TO THE ADVERTISING COL- 
UMNS AS A PATENT 
MEDICINE, 


The Northwestern Christian Advo- 
cate, knows what it is to be in sore 
distress. The pie editor of that most 
proper publication was in a desperate 
hurry to attend a pink tea and sent up 
a recipe for avarian cream,” with- 
out reading it. By the time the editor- 
in-chief got hold of his copy, the en- 
tire edition was in the mails. That 
recipe called for brandy. It was about 
the only word that either the editor 
and about 1,000 of his subscribers saw 
in the Advocate. The editor didn’t 
fire the pie editor but that individual 
knows that something awful will hap- 
pen if she attends another pink tea on 
publication day.—Circulation Manager. 
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WHERE AN EXCHANGE 


“at” 
BEAT BARGAIN COUNTERS. 


That the Exchange columns of the 
Evening Telegram afford opportunities 
for purchase that make the ordinary 
bargain sale fade into insignificance is 
the experience of all those who patron- 
ize them. When a man has something he 
doesn’t want, he is ready and willing 
to take almost anything offered for it, 
in fact, practically, to give it away, and 
it is this class of bargains that an 
Evening Telegram Exchange advertise- 
ment furnishes the intending purchaser, 

Never perhaps was this better shown 
than in the case of E. F. Kellogg, of 
No. 2,754 Broadway, who for the sum 
of $50 purchased an English made 
brass bed, springs and mattress, which 
had not been slept on, and* which a 
prominent furniture appraiser said 
would have been reasonable at $112. 
Mr, Kellogg wanted a fine bed, but 
was not adverse to saving on its pur- 
chase if he could. He consequently 
turned to the reliable medium of the 
Evening Telegram’s Exchange columns 
.and in an instant had found an adver- 
tisement that seemed to fulfill his needs. 
It stated that the bed and much other 
fine furniture, some of which had never 
been used, could be seen at No. 7 East 
Fourteenth street. Mr. Kellogg went 
there immediately, closed the deal at 
once and saved himself $62. 

This chance came to him because he 
knew the class of goods advertised in 
the Evening Telegram. 

The circumstances behind the selling 
of this absolutely new furniture is one 
which is found in many cases of ad- 
vertised household goods. Two sisters, 
with no friends or relatives left in this 
country, determined to spend the re- 
mainder of their lives in Southern 
France. They had no use for their 
New York house, which was -full of 
magnificent furniture, tapestries, pic- 
tures, etc., so they commissioned their 
agent at No. 7 East Fourteenth street 
to sell out at any price. Thus, through 
the Exchange columns, did Mr. Kellogg 
get his bargain, 


So 


PUT YOUR LONDON ADDRESS 
IN THE ENGLISH EDITIONS. 


A certain American magazine is sold 
here and judging from what the news- 
dealers in Birmingham tell me it has 
a fair circulation. It carries its Amer- 
ican advertisements in its English edi- 
tion. They constitute one of the at- 
tractions which sell the magazine. 
These advertisements could be useful 
in developing American trade in Great 
Britain, but in every issue of this mag- 
azine there are a number of advertise- 
ments of American articles, the manu- 
facturers of which have English agen- 
cies, and yet the advertisements do not 
have the addresses of the English 
agents, I feel certain that these ad- 
dresses are not put in because the 
American manufacturers are not aware 
that their advertisements are carried in 
the English edition of the magazine in 
uestion.—U. . Consul Halstead, 

irmingham, England. 
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BUSINESS AND STORE MANAGEMENT. 





to make business more profi 


views upon any subject discussed in this 
Store 


How to get the full value of npverdeine by rightly conducting the business, and how 
ble by a judici i: 


Subscribers are invited to ask questions, submit plans for criticism, or to give their 
j department. 
anagement, Printers’ Ink Publishing Co., 10 Spruce St., New York. 


system of advertising. 


Address Editor Business and 











It seems to me that this Raffles 
business is getting pretty close to 
the limit of common sense and 
public patience—when the retail 
merchant takes it up and through 
it subjects many possible custom- 
ers to the annoyance, if not actual 
embarrassment, of being interro- 
gated as to whether they are the 
“mysterious Mr. Raffles.” It will 
make talk—there is no doubt 
about that—but some of that talk 
will be in language that is barred 
from’ the family papers and sel- 
dom used in a “mixed” company. 
In other words, the impression 
made by this novel method of 
publicity will sometimes be such 
as to drive business away, rather 
than to attract it. It may be good 
advertising for a lemon-hued 
newspaper, but I doubt its useful- 
ness to a retail merchant. Of 
course, many people will not re- 
sent being asked as to whether 
they are Raffles; and it is grant- 
ed, for the sake of argument, 
that only a crank would do 
so. Even so, the crank might 
be the very one of all those 
asked who might buy of you— 
who might, through less novel ad- 
vertising, become and remain a 
good customer. I am pleased to 
think that I am not a crank—that 
no man has greater appreciation 
of novel advertising methods that 
are good—yet I know that I 
would not take it kindly if a 
stranger were to put his hand on 
my shoulder and assert that I am 
Raffles. or even ask to know if I 
am. And I am of the class of 
earners and spenders to whom the 
better class of merchants must 
look for support. These are some 
of the reasons why I think the ad 
below and the scheme behind it 
are not good. Of course, we have 
to take an occasional chance, in 
business of offending somebody; 
sometimes it cannot be avoided. 
But the objection to a scheme like 
this is that you never know how 


many you have offended, and can 
never be sure that it paid, no 
matter how well it seemed to pay. 
All this may seem hypercritical, 
hair-splitting; but it is often 
astonishing to know what a little 
thing will drive a good customer 
away, and it seems bad business 
to play with fire by means of 
schemes which contain so many 
possibilities for unknown harm. 
It’s so hard, sometimes, to deter- 
mine just where cleverness and 
comimon sense part company. 
The ad below, from the Phoe- 
nix (Ariz.) Republican, is the 
first sign of Raffles that I have 
seen in retail advertising, and I 
hope that that gentlemen will be 
relieved from further duty in this 
field. However, if somebody 
should be prompted by this notice 
to experiment along this line, the 
editor of this department will be 
pleased to know with what re- 
sults; and “The Hub,” of Phoe- 
nix, will confer a favor by stat- 
ing, if possible and convenient, 
what tangible, traceable results, if 
any, this ad and scheme produced: 


RAFFLES IS SORRY. 


Says He Would Like to See 
Everybody Get a Suit. 


“I would regret causing any ill feeeling 
among my friends, especially those in my own 
office, but esterday when a tall young man, 
lately of. New York, stepped up and started to 
put his hand on my shoulder, Tos obliged to 
throw him off the scent by “getting the drop 
on him;”’ in other words, I accused him first, 
which was sufficient to cause him to fail to 
continue in his accusation. I regret the cir- 
cumstance, as I think he needs the $25 Alfred 
Benjamin suit, 

, To-day (Sunday) I will be on the street very 
little, if at all, but Monday Iam going to the 
circus with “her” and will give a complete 
description of myself and clothes in Monday 
morning’s paper. 

I have never considered myself conservative 
and it is only carelessness on the part of quitea 
few persons, in not accusing me properly that 
has saved my scalp. 

_S._ Remember ‘you must put your hand 
on his shoulder and say, “You are the mysteri- 
ous Mr. Raffles from The Hub.”’ 








* * + 
A much better idea than the 








one criticized above, one in which 
more people may participate, is 
brought out in an ad of H. A. 
Meldrum Co.’s Eighth Anniver- 
sary Sale, in the Buffalo (N. Y.) 
Evening Times of Sept 28. The 
ad occupied a space of ten and a 
half inches by four columns, and 
contained, in addition to the fol- 
lowing text, a half-tone about five 
by eight inches: 


EIGHTH ANNIVERSARY SALE. 
See If Your Likeness Is In 
This Group. 


You know if it is you get $2.50 worth of any- 
thing in our store, simply by calling and identi- 
fying yourself. 

A photograph is taken each day of our An- 
niversary Sale, and you have as good an oppor- 
tunity as any one else to be in it and secure the 
$2.50 Certificate Free. 

H. A. MELDRUM CO., 
Buffalo, N. Y. 








In the half-tone, which, appar- 
ently, was taken in the store, are 
the smiling faces of nine women, 
every one of whom was probably 
glad to claim the $2.50 worth of 
merchandise to which she was en- 
titled by the publication of her 
picture in the paper a day or two 
later. This is good advertising 
for any but those stores which 
cater exclusively to the highest 
class of trade, for it keeps many 
women interested in the store and 
its ads, and there is only the 
slightest possible danger of offend- 
ing anybody. If the photographs 
are known to be taken in the 
store, many will be attracted by 
the prospect of figuring in one of 
the pictures; and even among 
those who attend the sale for that 
single purpose, there is sure to be 
more or less buying—more, if the 
goods displayed are wanted things 
and attractively priced. | 


The wider, more intelligent use 
of the telephone for the promotion 
of business has had a good deal of 
attention recently in this depart- 
ment, but one point of consider- 


able importance—the solicitation 
of orders by ’phone—has not been 
touched upon. It is quite common 
practice now in many stores for 
the clerks to watch the stocks in 
their various departments and to 
call up regular customers prompt- 
ly on the arrival of any new goods 
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that such customers are likely to 
want. Any clerk who serves long 
in a single department forms a 
wide acquaintance with the pat- 
rons of that department, and 
learns, sooner or later, a great 
deal about the wants and the per- 
sonal taste of each regular cus- 
tomer. Naturally, when a clerk 
calls up, Mrs. Jones and says 
“Good morning, Mrs. Jones, this 
is Mr. Smith of Brown & Co.’s, 
I thought I ought to tell you that 
the finest line of coats we ever 
had have just been placed on sale 
this morning, and that there is 
one particular style that I think 
is just what you want. I thought 
I'd call you up and ask you to 
come in and see them before they 
get into the papers and somebody 
gets the one that you would 
want,” Mrs. Jones feels that she 
is considered of some account— 
that they are very thoughtful ot 
her at Brown & Co.’s; it’s ten to 
one that she follows the clerk’s 
suggestion and buys a coat. And 
the scheme is just as practicable 
for almost any line of business. 
The telephone may also be em- 
ployed for soliciting new custom- 
ers, but judgment must be used in 
all cases, and care must be taken 
not to make a nuisance and an- 
noyance of what ‘should be a con- 
venience. I recently sold a $250 
advertising space, in about three 
minutes, simply by calling an ad- 
vertiser on the ’phone and telling 
him that he could be the second 
to use a front cover space that 
had not before been for sale. He 
was glad to take it, and while no 
injustice was done anybody else 
by my prompt notification to him 
that the “goods” had been “un- 
packed” and “marked,” he felt 
that he had been thought of and 
favored. 
* * * 

It is the practice of many large 
advertisers to give some portion 
of each day’s announcement to a 
brief “editorial” in which are crys- 
tallized some salient features of 
the sale advertised or some points 
in the store’s policy which are in- 
tended to facilitate trading ot 
make it more satisfactory. At the 
first reading, I was most favor- 
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ably impressed by this store edi- 
torial from a recent ad of Kauf- 
mann’s in the Pittsburg Leader— 
in fact, clipped it for reproduc- 
complimentary 


tion with com- 


ment: 


When Money Is _ Scarcest, 


Trade always lags the last three days of the 
month. Why? Because thousands upon thou- 
sands of families living in flats and leased 
houses are hanging on to every dollarto meet 
the rent, while hundreds of men and women 
who own houses that others live in are waiting 
to collect their rent. We meet the situation 
this month—as we do eve month—by 
putting out for to-morrow and "Saturda some 
ofour best values to stimulate the folks who 
own their own homes, as well as those whose 
incomes are not derived from rentals to buy 
liberally. 


But a second, more critical, 
reading, gives it an entirely differ- 
ent aspect. To begin with, I 
think it a mistake to say anything 
about money being scarce—espe- 
cially in so many words—for if 
any one thing more than another 
will make one grip his money a 
little tighter, the suggestion that 
money is scarce is that thing. And 
as I read, further down, about 
“our best values to stimulate the 
folks who own their own homes, 
as well as those whose incomes 
are not derived from rentals” I 
am impressed that these special 
values are created for people who 
do not especially need them at a 
time when those who do need 
them cannot buy. When you come 
to analyze it, that is what the 
editorial says, though that is cer- 
tainly not what it was intended to 
say. Of course, Kaufmann’s is 
known to offer special values 
when money is easier with real 
estate owners and rent payers, and 
it would seem a good idea to have 
injected a reminder of that fact 
into this ad. 

* * * 

Don’t forget that Thanksgiving 
is a time when a whole lot of peo- 
ple do some sprucing up, both in 
personal attire and household fur- 
nishings, and. don’t forget to get 
your share of the business through 
good advertising. The furniture 
dealer should ask some questions 
about the condition of the house- 
hold furniture in general, and 
about the dining-room furniture in 
particular, suggesting that that is 
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the time of all times for replacing 
the old dining table, sideboard, 
chairs, etc.; especially if company 
is to be entertained, and printing 
some good descriptions of such 
furniture, with prices. There is a 
like opportunity for the clothier, 
the carpet dealer, the picture deal- 
er, the painter and paper hanger, 
and so on, even to the plumber 
and the heating man, Every line 
that contributes, directly or indi- 
rectly, to the comfort of home or 
body at the Thanksgiving season 
should have something interesting 
to say about it in the local news- 
paper. And some merchant who 
sells necessities, such as food and 
clothing, will make a hit by offer- 
ing a fair portion of his profits, in 
the form of a cash discount, on 
any purchase made in his store 
and left with him for delivery, 
with the donor’s card, to any or 
all of the town’s charitable insti- 
tutions. Or he may offer to do- 
nate, in cash, to any charity desig- 
nated by the purchaser, a certain 
percentage on the price of any 
article purchased for, and de- 
livered by him to, that. institution. 
And that reminds me that every 
merchant is likely to have goods 
which are practically unsalable 
but quite as useful for their pur- 
poses, as the goods which have 
superseded them in public favor, 
and these he can better afford to 
give to charity than to sell at any 
price. It will give him any 
amount of that satisfaction which 
comes from kind deeds, and, inci- 
dentally, no small amount of good 
advertising, whether his dona- 
tions are publicly acknowledged, 
as is the custom in some places, 
or not. 


SHOULD THE INQUIRER PAY 
THE FREIGHT? 

Fifteen years ago advertisers were 
wise to demand postage to cover cost 
of mailing catalogues, etc. But their 
honest advertising has taught the read- 
ing public that the established reliable 
advertiser can gladly afford to distri- 
bute advertising literature to prospec- 
tive customers. The man who to-day 
asks us for 2, 4, or 6 cents, to “cover 
cost of mailing, etc.,” makes the ma- 
jority of his readers think he is penu- 
rious and fakey. Usually the litera- 
ture and postage cost is so small in 
comparison to cost of “—, that {ft 
can wisely be included therein.—Stay 
Monthly Solicitor. 
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READY-MADE ADVERTISEMENTS. 


Readers of Printers’ InK are invited to send model advertisements, ideas for window 
cards or circulars, and any other suggestions for bettering this department, 








Wiittam H. Bowen, 
313 DeKalb Street, 
Norristown, Pa. 
Editor Ready Made Department: 

The title page of the inclosed folder 
caused considerable discussion between 
the manufacturer, the dealer, and my- 
self, and we have agreed to submit it to 
you, and let your opinion settle the 
argument, 

The manufacturer contends that, if 
looked at from a slang point of view 
it gives the impression that the sale of 
this particular ‘brand of varnish is go- 
ing to put the dealer out of business, 

My argument is that a varnish is a 
finish, and that “finish” as it is used 
in this case is only another name for 
varnish. But admitting that it may be 
looked upon as a slang phrase the nat- 
ural curiosity of the average human 
being will cause him to look inside 
and see what is the cause of that 
finish. While not in favor of, ‘catch 
phrases” or sensational advertising I 
think the little play on words is all 
right in this particular instance, and 
that it will cause the folder to be read 
by many who might otherwise cast it 
aside unnoticed. : 

Thanking you for a few words, in 
your valuable department, on this sub- 
ject, I am Cordially yours, 

Wm. H. Bowen. 





I am inclined to agree with Mr. 
Bowen that the slang sense of the 
word “finish,” is not likely to oc- 
cur to many of those who get the 


excellent circular, the text of 
which is reproduced below; and 
that when it does, it is more likely 
to lead people to read than to 
make an unfavorable impression. 
I believe, however, that when 
possible, it is better to use a title 
that can have only a favorable, or 
at least no unfavorable, interpre- 
tation. Perhaps “A finish that is 
a finish,” “A floor finish that 
lasts” or something of the sort 
would have been quite as effec- 
tive. Still I see no real objection 
to the present title. This is a par- 
ticularly good circular because it 
not only tells the story of the 
varnish in a very convincing way, 





but gives the price for various 
quantities and a basis for calcula- 
tion as to the quantity required. 
It might have been well to go still 
further and say: “To find the num- 
ber of square feet in the floor of 
any room, multiply the length by 
the width, in feet; as, for example, 
a room ten feet wide by twelve 
feet long contains a hundred and 
twenty square feet.” That may 
seem foolish, but we all would be 
surprised if we knew how many 
ordinarily intelligent people have 
forgotten all they ever learned 
about surface measure. 





“THIS IS OUR FINISH.” 

Peerless Floor Varnish is the best 
finish for floors and interior wood 
work that it is possible to make. 

It is especially useful on rooms that 
are in continual use because it is made 
to withstand the wear and tear of con- 
stant walking. It'll stand all the 
hard wear you can give it. 

It is waterproof and will not spot or 
turn white; just the thing for your 
bathroom, porch and kitchen floors. 

It is unequalled for finishing desks, 
chairs, and all kind of furniture, as it 
dries hard and will not get “tacky” 
from the heat of the body. 

It contains no _ rosin or_ benzine, 
therefore will not scratch, mar or show 
heel marks, 

It will dry hard in twelve hours. 

It is easy to apply, works nicely 
under the brush and yields a_ hard, 
smooth, even, glossy finish. 

It will cover more space, wear longer 
and look better longer than any other 
floor finish made. 

OUR GUARANTEE. 

That if you are not satisfied in every 
particular, and if the varnish does not 
do just what we say it will, we will 
give you enough varnish to refinish 
the job, or refund your money, which- 
ever you prefer. : 

AMOUNT REQUIRED. 

One gallon wiil cover from 250 to 
300 square feet, two coats. 

It is put up in gallon, half gallon, 
quart, pint and half int cans. 

Gallons, $2.50; half gallons, $1.35; 
quarts, 75¢.; pints, 4oc.; half pints, 25c. 


J. EDWARD McCARTER, 
313 DeKalb Street, 
Norristown, Pa, 
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Editor Ready Made Department: 
Here are three little ads from far 
away Western Canada, which you are 
at liberty to print if you think them 
worth the trouble. 
Asupown’s Apv. DEPARTMENT. 





Ashdown’s Advertising Depart- 
ment is “onto its job,” if you will 
pardon the slang, and if it is 
turning out more copy as good as 
the two ads below, there will be 
room for some of it in these pages. 
Ashdown. Sort of suggests 
stoves, doesn’t it? 


KILL THE CHILL 
These ’tween season evenings are too 
chilly for no heat and not quite biting 
enough for the furnace; what you 
need is one of our Oil Heaters. 

We are showing some of these heat- 
ers in our windows now, and on see- 
ing them pes admit that they are of 
exceptional value. Japanned Heaters 
$4. Nickeled $4.50. 

ASHDOWN’S, 
Winnipeg. 








DID YOU EVER USE AN AIR- 
TIGHT HEATER? 

You know the coal waste and work 
entailed by starting the furnace in 
fickle October. You light it and it’s 
uncomfortably warm; let it out and it’s 
chilly; and every light and go-out has 
its effect upon the coal bin. 

An Air-Tight Heater will save you 
money. Ours have sheet steel bodies, 
pipe draughts, cast legs, fancy urn and 
nickled draught keys. Prices—$1.75, 
$2. | ons a $3, $3-50 and $4.50. See our 


window. 
ASHDOWN’S, 
Winnipeg. 





A Knock at the Competitor Who Sells 


From Samples, 





Carpets From 
The Roll. 


We don’t ask our custom- 
ers to guess how a carpet 
will look by showing them 
a litt'e piece, but throw out 


for them to 
choose from, Neither do 
we -go over people’s heads 
by exhibiting only the high- 
er priced ones, but you will 
find. our stock rich in al 
grades, from the 2s5c. a 
yard ingrain for the room 
that is frequently used to 
the finest velvet made, 

Oil cloths and linoleums. 


LANDSMAN, 
*Phone 413. 11 White St., 
Danbury, Conn, r 


whole: rolls 
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This One From the Washington (Pa.) 
Daily Reporter, Suggests Solid Com- 
fort. 


“It Makes You 
Warm to Look 
At Them.” 


The words of a man who saw 
these pure, clean, warmth-giving 
blankets piled up in our south 
show window yesterday, And | 
splendid blankets they are. The 
softest, fluffiest, best blankets we 
have evershown,. And this large, 
well displayed showing is so easy 
to choose from, Each day, from 
now on, the need of warm bd 
clothing grows greater, and never 
did such excellent blankets cost 
eo little as the values we have 
ready to show to-day, ranging in 
price from $3 a pair and up to 
f10. 

THE JOHN A. BEST 
STORE, 


Washington, Pa. 

















A Frank Statement of the Difference 
Between Cash and Credit Prices, 
Which Has Appeared as an Intro- 
ductory to Many of Cowperthwait’s 
Recent Ads, This From the New 
York Evening Telegram. 





How Cash and 
Credit Customers 
Are Treated at 
Cowperthwait & 
Sons’ Stores. 


All prices are marked in plain 
figures. 

o extra charge is made for 
credit — weekly, fortnightly or 
monthly payments are accept- 
able, and more time is freely given 
in case of illness, accident or loss 
of position. 

ash buyers receive an allow- 
ance of ten per cent from the face 
of their bills. 

This ten per cent allowance is 
also made upon the balance of 
credit accounts when paid before 
maturity, virtually giving the 
credit buyer the option of settling 
his bill at any time on the regu- 
lar cash_basis. 

At either store customers may 
add to their accounts or make 
payments as may suit their con- 
venience. 

Collectors will be sent to resi- 
dences when requested, 


COWPERTHWAIT & SONS, 
Chatham Sq., New York, 
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Mippavcn & SHANNON, 
Incorporated. 
Office at Operations. 

“No Place Like Home. No Homes 
Like Ours.” 
WasuincTon, D. C., Oct. 10, 1905. 

Editor Ready Made Department: 
Advertisements of inclosed character 
were run in Washington Star during 
month of September—they sold eighteen 
houses; what do you think of them. 
Respectfully, 
MippaucnH & Suannon, Inc, 
m, E. Shannon. 





If these ads and a few more of 
their kind sold eighteen houses, it 
doesn’t make much _ difference 
what I or anybody else may think 
of them—they are good ads, After 
reading them over, I am bound to 
say that they come a little nearer 
to my ideal of real estate advertis- 
ing than any other that I have 
seen. They’re fairly bulging with 
information—definite, specific in- 
formation, They tell Mr, and 
Mrs. Homemaker, just what they 
want to know, figure it all out and 
put it down in black and white. 
They’re decidedly good—so good 
that there will be room ‘in this de- 
partment for more of them if 
there are any more to come. 
Here’s one, and the rest will fol- 
low in later’ issues: 





Who saves Rent to-day 
Makes glad to-morrow; 
Who wastes Rent to-day 
Prepares his sorrow. 
Mr. and Mrs. Homemaker, think this 
We will sell you one of our homes 
for $5 per month more than actual 
rent. Think what this means. If you 
should rent this home for the same 
length of time in which you could buy 
it, and put in bank every month the 
difference between the rent—$27.50— 
and what we will sell it for—$32.50— 
you would have saved $760—against 


3,650. 

Do you think it is cheaper to rent 
or buy? 

Our $32.50 payment 
cipal and all interest. 

Our terms are unlike other methods 
and have proved gucoessful to 500 
home buyers. 

New. Six roomy rooms. The con- 
veniences and finish are far beyond the 
average. The construction is the same 
as all our houses. The lots are over 
Seventeen by One Hundred end Forty, 
to twenty-foot alley. Open until dark. 

Price, $4,250. $600 cash. 

112 to 128 Adams St., N. W. 

The best part of Bloomingdale. 

One square north of First and W. 


includes prin- 





No side streets in this section. All 
streets north of W are named alpha- 
betically. 


MIDDAUGH & SHANNON, 


Owners. 
“No place like home; 
like ours.” 


Office, First and Bryant N. W. 


Inc., 


no homes 





Good Ads Seem to be the Rule Rather 
Than the Exception in the Washing- 
ton (D. C.) Star. 


You'll Find an 
Oil Heater 


very comfortable these cool 
fall mornings and evenings, 
and you'll find the best oil 
heaters here. 

“Puritan,” 
“Nesco” Oil 

We'll give you choice of 
al the best oi] heaters on 
the market, and we'll give 
you a guarantee of satisfac- 
tion with every one of them. 
Better have the heater sent 
up at once, for the evenings 
are liable to be cool right 
along now. 

‘Puritan Oil _ Heaters, 
$3.50. Miller Oil Heaters, 
$3.50. Nesco Oil Heaters, 
$4.50. 

BARBER & ROSS, 
Washington, D. C. 





“Miller” and 


Heaters, 











Rather Negative in Spots, but Pretty 
Good in Spite of That. From the 
Peoria (Ill.) Star. 


' 





Landscape Friezes 


Border-style in wall paper 
has never entirely disappear- 
ed, although very little work 


of that nature has _ been 
done lately in the better 
class homes. Now, how- 
ever, it bids fair to be re- 
vived in various forms, 
among which the landscape 
frieze will probably take 
| first rank. Such_ friezes 
have been sparingly used 
for a year or two past, and 
| have won favor in the eyes 
of most people who have 
| seen them, The coming 
| year will see these friezes 
| in more general use we be- 
lieve. But they will re- 
quire careful handling to 
obtain pleasing results, 


B. COWELL, 
South Adams 
Peoria, II, 





211 Street, 
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“Different” Telephone Ad. From 
the Montgomery (Ala.) Journal. 


These Ostrom Ads, from the Bingham-| A 
ton (N. Y.) Republican Always Have 
the Right Ring. 








If it is a matter of cost with 
you, just count up the price of 
the extra car-fares, the wear-and- 
tear of shoe leather, the postage, 
the messenger charges, the time 
spent in doing things that a Teie- 
phone would do for you. 

This takes no account of nerve 
tax and physical strain, 

The comfort, the pleasure, the 
convenience do not enter into this 
calculation at all. 

It’s merely the actual cost we 
are dealing with. 

But when you po consider the 
convenience feature, the protec- 
tion feature~you know, of course, 
there’s no protector so promptly 
available in case of robbers or 
illness—when you Do think of it 
in this way—do you think you 
can afford to be without a Tele- 
phone? 


We May Never 
Meet Again. 


That's the theory some cigar 
dealers goupon. Perhaps they 
can afford to. Wecan’t. That’s 
why if you try our cigars once, 
you will come back for more, 

EL SIDELO. 

The El Sidelo is the best cigar 
for the money on the market 
and gives the best satisfaction 
of an, nickel goods we ever 
handled. It only costs five 
cents, but draws and holds the 
attention of ten-cent smokers. 


OSTROM’S CIGAR STORES, 


6934 Court Street, Hotel Bennett, 
Security Mutual Building, 
Binghamton, N. Y. 


Call 300 
Contract Department 





SOUTHERN BELL TELE. | 
PHONE AND TELE- 
GRAPH Co. 


Montgomery, Ala, 


A Timely and Tempting Offer. From 


the Pittsburg (Pa.) Post. 





Gas Lamps for 
Night Workers. 











A Credit Argument—Not New But 
Well Put. From the Baltimore 
(Md.) Sun, 


Do you read, write, study or 
sew Pom dark? For you To- 
Day we’ll have a_ special ship- 
ment of fine Portable Gas 
Lamps in various patterns, fitted 
with white opal dome and eye- 
shade, incandescent gas burner, 
good mantle, 6 feet of mohair 
covered tubing with brass goose- 
neck and socket—a $1.75 Lamp 
in everything except the price. 
All Day To-Day 98c. 


KAUFMANN’S, 
Pittsburg, Pa. 








A Good One From the 
(Mass.) Union, 


Springfield 





Only Five 
Minutes 


is required to warm them up, 
and by that time the coffee is 
ready, and you’re exemplifying 
the “‘simple life.” 

And besides that, you have in 
our Baked Beans a me 
satisfying meal, properly cooked, 
and with a flavor unequaled by 
the best hame constructed. — 

Don’t hurry Sunday morning, 
but make it a real rest day. Su- 
perlative Brown Bread, too, if 
you want the whole figure. 

STREETER’S WHITE 
BAKERY, 
546 Main St., 


Tel. 246. 
bia Springfield, Maes. 




















The Difficulties of 
“ Saving Up.” 


To save up a sum sufficient 
for _ considerable purchase 
before buying Furniture or Car- 
pets or Rugs is quite a difficult 
ei nage most everyone 

nows through personal experi- 
ence. 

Somehow or other, the money 
thatone is trying to save will 
slip away almost unnoticed, and 
the desired amount takes far 
longer to accumulate than one 
would suspect. 

e recognize this general 
human characteristic, and have 
adopted a system for the settle- 
ment of bills that overcomes it. 

Instead of having to save up 
before one can obtain the goods 
they desire, our customers do 
the saving while enjoying the 
use and pleasure of the goods. 

And they do not pay excessive 
prices, either—we guarantee the 
—_ of every article we sell to 

e as low as it can be bought 
for anywhere. 

We offer the same conveni- 
ences of credit to those of mod- 
est income as those of ample 
wealth enjoy. 

GOMPRECHT & BENESCH, 
Furniture, Carpets, Rugs, 
316-318-320 North Eutaw Street, 

altimore, Md. 
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The 1905 Issue 


Rowell’s American Newspaper Directory is a book 
published annually, which gives complete information 
about the greatest industry in the whole world. 

It is complete, succinct and practical. 

Collectively the newspapers and magazines of America 
own more power than all the governments on earth. 

In dollars and cents of capital and earnings, the busi- 
ness ranks with the greatest; and in importance, influence 
and real value, no other compares with it. 

Conceive for an instant the obliteration of all the 


newspapers! . 

Imagine the discontinuance of all the magazines, and 
of those journals pertaining to the various trades and pro- 
fessions. 

There are more than 23,000 different periodical publi- 
cations issued in the United States. 

Every county has its local weekly. Every city has its 


dailies. Every trade has one or more journals or magazines. 
Art and literature in their highest types are disseminated 
in the great monthly magazines and in the national weeklies. 

The growth of these publications in strength and num- 
bers has been coincident with the growth of business in 
America. 

Newspapers and business are interdependent. 

Without a dependable statistical record of publications, 
their growth could never have reached its present pro- 
portions, and the difficulties of the transaction of general 
business would be multiplied. 

Not only the advertiser is interested in Rowell’s 
American Newspaper Directory, but every considerable 
business house has use for it. It is supplemental to the 
commercial agency book and the atlas. 

It is a positive necessity to the man who expends even 
a few thousands per year in advertising. 

It is a profitable investment for the man who expends 
as little as five hundred dollars per year. 

It is valuably suggestive tothe man who spends nothing 
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for general advertising but who believes that ‘‘sometime” 
he may like to consider such a possibility. 

Even to those who do not now, and never will ad- 
vertise, Rowell’s American Newspaper Directory is valuable 
for the information it contains. 

The general prosperity and intelligence of any county, 
or any State, can be judged more quickly and accurately 
from a knowledge of its newspapers than from commercial 
reports. 

A county with live newspapers is a live county and a 
good place to get business from. 

Trade and credit. are best where newspapers are best. 

Rowell’s American Newspaper Directory gives the 
name, location, date of establishment, publisher’s name, 
size, date and frequency of issue, politics and circulation of 
every publication in the United States and Canada. 

These are classified alphabetically by towns and States, 
again by character, or class, or trade. 

You wish to know the leading Republican newspaper 
in Des Moines—turn to Iowa and to Des Moines. 

, You wish to know if a paper is published in a new Okla- 
homa town—turn to Oklahoma and the town. 

You wish to see graphically how many towns in 
Indiana are enterprising enough to support papers of over 
1,000 circulation—turn to the map of Indiana, which shows 
such towns and no others. 

You wish information of any given line of trade, but 
you do not know if, or where, or by whom, there is pub- 
lished any journal devoted to that trade—turn to the 
classification by trades and get the name, place, circulation 
and frequency of issue. 

Is there a journal of taxidermy, of photography, of 
iron, of mining, of stoves, coal, or hay? 

The Directory will tell. 

Who better than the editor of a trade paper knows the 
new and old things of his trade ? 

The Directory will let you reach him with your query. 

Do you wish to judge the conditions in any given 
town or city? Do you wish to know what your customer 
is pushing and what is his competition? Do you wish to 
write him an intelligent letter about his local conditions ? 

What better than an examination of his local news- 
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papers containing his own and his competitor’s advertising? 
Where will you find the names and addresses of the papers 
SO you may secure copies ? 

- These are a few of the uses of Rowell’s American 
Newspaper Directory. 

It should have a place in every business office where 
a knowledge of the general conditions of the next county, 
or the furthest State is desirable. 

No man can spend an hour perusing its pages without 
acquiring a broadened vision of the country, its possi- 
bilities, and the facts and potentialities of his own business. 

Rowell’s American Newspaper Directory differs from 
other newspaper directories primarily in point of accuracy. 

It was established thirty-seven years ago by Mr. Geo. 
P. Rowell. 

Prior to its first issue, there did not exist any pub- 
lished list of American periodicals. 

Through all of its years, the Rowell Directory has 
been the only one which made any serious effort to secure 
accurate circulation statements from publishers. Its 
strenuous pursuit of the facts about the number of copies 
actually printed has made for it many cherished enemies 
among those who did not wish the truth to be known. 

On November 10, 1904, Rowell’s American Newspaper 
Directory passed into the hands of the Printers’ Ink 
Publishing Company. It is an absolutely independent 
publishing enterprise. 

Copies of the Directory are sold only for cash. Ad- 
vertising space can be secured for cash only. 

This is the only Directory of which these things are true. 

It is the only Directory seriously regarded by large 
advertisers, and even advertising agents who publish di- 
rectories of their own, generally find that they must depend 
upon Rowell’s American Newspaper Directory for real 
information. 








Cloth and gold; over 1,500 pages. $10 net cash, sent carriage 
paid upon receipt of price. 


SEND ORDER AND MAKE CHECKS PAYABLE TO 
CHAS. J. ZINGG, Manager, 
to Spruce Street (up stairs), NEW YORK CITY, 





